There’s a precise reason why 


THE PHILLIPSBURG INSERTER 
is the most accurate mail processing machine 


Accuracy is built into the Phillipsburg 
Inserter with precision machined 
parts, skilled craftsmanship and 
over 35 years of manufacturing ex- 
perience. Accuracy that adds up to 
trouble-free mail handling. Large 
mailing staffs, overtime wages,wasted 
space and the human errors of hand 
mail fulfillment are eliminated. The 
Phillipsburg’s exclusive vacuum feed 
and perfectly timed chain conveyors 
smoothly process mailing after mail- 
ing without costly downtime or miss- 
ing deadlines. Individual adjustments 
can be precisely made for even the 
shortest runs. 

Phillipsburg’s highly sensitive, full 
detection system prevents feed fail- 
ures, double feeds and jam-ups at each 
station. The double document detector 
stops the machine if double inserts 
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are pulled. An envelope censor double 
checks insertions after material has 
been placed in envelopes. 

Even using a Phillipsburg a few 
hours a month will produce savings 
of 80% and more. You'll find it the 
fastest self-liquidating capital ex- 
penditure on your books. 

Send for the new Modern Mailing 
Through Mechanization brochure for 
complete information on the advan- 
tages of automated mailing. 


HAVE YOU CAUGHT UP WITH AUTOMATED 
MAIL PROCESSING? In one continuous se- 
quence the PHILLIPSBURG INSERTER Gathers 
.. Nests .. Opens Envelope Flaps . . Inserts 
. . Moistens, Closes, Seals Envelopes . . Im- 
prints Postage . . Counts . . Stacks up to 
6,000 Pieces of Mail an Hour 


BELL & HOWELL COMPANY 
14 East Jackson Bivd., Chicago 4, Illinois 
Please send 
(0 Modern Mailing Through Mechanization Brochure 
( A practical application for my business 
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Are “hidden costs” 
UpPINE. your 
envelope expenses? 


Invoice cost and actual cost 
may be poles apart if you're 
using envelopes that don't per- 
form properly. Stuck flaps and 
windows... jam-ups on the in- 
serting machine... clogging of 
the postage meter are some of 
the ways poorly made enve- 
lopes can skyrocket your orig- 
inal envelope costs. 


That’s why so many cost-wise 
buyers won't settle for any- 
thing less than Tension En- 
velopes. They've found that the 
| spoilage and time-consuming 
| problems that they’ve always 
taken for granted with ordi- 
nary envelopes just don’t occur 
with Tension products. Be- 
_ cause of uniform quality and 
| trouble-free performance, the 
invoice price of a Tension En- 
velope is the net price with- 
{ out extras. 
4 


Want to see how Tension En- 
velopes can cut your mailing 
costs? Send the coupon below 
for FREE Envelope Idea Kit! 


é 


TENSION ENVELOPE CORP. 
Campbell at 19th Street 
Kansas Citv 8. Missouri 
Kansas City @ St. Lovis @ Ft. Worth @ Memphis 
Minneapolis @ Des Moines @ So. Hackensack 
Tension Envelope Corp. 364 
Campbell at 19th St. 
\ Kansas City 8, Mo. 


| _Please send me FREE 
\ Envelope idea Kit No. 4 


City State 


rm 

— 


= 
advertising 


Vol. 23, Number 5 September, 1960 


DEPARTMENTS 
verapinc Letter Copy——by Paul 35 
Company Eprror—-by James McAdam... 42 
. 
t 
Front Porcu Scurttesutt—by Henry 59 
Town Success—Henry Hoke, Sr... 24 
} 
How to Buitp a SPECTACULAR 27 i 
Ilow An IDEA SPARKED A SuccessFuL Matt Orper 


The Reporter of Direct Mail Advertising is published monthly at 224 Seventh Street, Garden City, [ 


L. |, New York. Subscription price is $6.00 a year. Second class i 
postage paid at Garden City, 
. Y. and New York, N. Y. Copyright 1960 by The Reporter of Direct Mail Advertising, Inc. The 
ted is independently owned and operated. in addition to thousands of regular subscribers. 
Members of the Direct Mail Advertising Association, 3 East 57th St., N. yh, N. Y., receive 

Reporter as an Association service. Part of their annual dues poys for a subscription. 


ae 
NS/ an 
NVELOPE 
4 
hed 


PUBLISHING OFFICES: 
(a 224 Seventh Street 


| 
J. K. Rotskoff 
| 


Garden City, L. N. Y. 
Ploneer 6-1837 


Henry Hoke, Jr. 
Publisher 


Peter S. Fischer 
Field Editor 


M. L. Strutzenberg 


Business and Readers Service 


G. M. Bornbusch 


Circulation 
M. K. Coleman 


Advertising and 
Merchandising Production 


Editor: 
Henry Hoke, Sr. 
3 Bluff View Drive 

| Belleair 
Clearwater, Florida 


ADVERTISING OFFICES: 
NEW YORK 


Steven C. Voorhees 
224 Seventh Street 
Garden City, L. I., N. Y. 
Ploneer 6-1837 


MIDWEST 


605 N. Michigan Ave. 
Chicago 11, Illinois 
DElaware 7-0120 


WEST 


. L. Mitchell & Associates 
1450 Lorain Road 
San Marino, California 


= 


CUmberland 3-4394 


below 


was set at 
100 words 
per 
minute! 


Tnis copy was transcribed 
by a typist on the recording 
unit of a Friden Justowriter, 
thus producing both a first 
proof and a coded paper tape. 
The tape was then inserted 
in the reproducing unit which 
automatically prepared the 
repro proof at 100 words per 
minute, automatically justi- 
fied and error free. 

There is no faster method 
of preparing straight compo- 
sition for reproduction. 


The net output speed of the 
Justowriter is limited only 
by the speed of the typist. If 
she’s a 70-word girl on an 
office typewriter, that’s how 
fast she can operate the re- 
corder. (There’s nothing to 
slow her down: justification 
is automatically performed 
by the machine; errors are 
corrected by simply pres- 
sing one key.) Type faces? 
Take your pick of fourteen 
styles from 8 to 14 point. 


‘These 
are the 
machines 
that did 


it! 


Get full information from your Friden Man. Or write: Friden, Inc., San Leandro, Calif, 
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SALES, SERVICE, INSTRUCTION THROUGHOUT U.S. AND WORLD 
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OCCUPANT 

239 N. 4th St. 

Columbus 15, Oho 


INSIDE 
OCCUPANT MAIL 


QUESTION: HOW DO WE FIND 
COUPONERS WHO WANT TO MAKE 
CO-OP MAILINGS? 


ANSWER: Many couponers in the same 
boat have written to us about the prob- 
lem. Naturally, as we learned of potential 
co-op mailers we set up a tickler file. It 
tells us where and how many they want to 
mail, and when they want to mail. Re- 
quests keep coming in and we see that 
our file is kept current. 


The recent rise in postal rates has made 
co-op couponing more desirable than ever 
in the drive to economize on mailings, 
without losing effectiveness. 


At first it seems impractical, but co-op 
couponing is tremendously successful. It 
is important that cooperating advertisers 
do not promote competitive products. 
Advertisers cannot openly search for 
cooperative partners. They would risk 
premature exposure of their plans. There- 
fore, an impartial mediator is needed to 
bring non-competitive advertisers together. 


OMLA find itself in the role of medi- 
ator; treating each advertiser's plans as 
privileged communications; bringing to- 
gether many successfully cooperating ad- 
vertisers. 


When the details of product, time, area 
have been worked out, cooperating adver- 
tisers find it necessary to use a centrally 
controlled mailing service to handle their 
individual requirements. OMLA’s unique 
centralized mailing service and mediator 
abilities are the most conducive to co-op 
coupon mailings. The extent of our lists 
give selective coverage of over 20,000,000 
families. 


Cooperative mailings at the local level 
is a largely unexplored field. We look for 
much to be done in this direction in the 
near future. 


Coupon mailings are one of the most 
powerful advertising forces in use today. 
Results, compared to dollars spent, are 
very favorably proportioned, and that is 
the criteria by which advertising is judged. 


Write for a copy of Will Storing’s fast 
dwindling supply of “How to Think About 
Occupant Mail Advertising.” This book 
contains many capsule case histories and 
invaluable tips on the planning and uses 
of Occupant Addressed Mail. WOMIAB- 
NAS. 

Les Cullman, President 


OCCUPANT MAILING LISTS.OF AMERICA INC 


239 N. Fourth St., Columbus 15, Ohio 


HOUSE MAGAZINE EDITORS 
won't want to miss the first installment 
of Jim McAdam’s new column The 
Company Editor appearing on Page 42. 
As Jim will point out, company publica- 
tions in total represent a vast amount 
of money and talent in the promotional 
world, and is a subject often neglected 
by practitioners either in print or at 
meetings and conventions. Starting with 
this issue and every month, The Com- 
pany Editor will appear in this maga- 
zine. Jim McAdam, well known copy- 
writer and author of several newsletters, 
will discuss what he likes and what he 
doesn't like in company magazines. He'll 
show editors how te gain more reader- 
ship, how to make their pages come 
alive. The best magazines will be spot- 
lighted, and we suspect, some of the poor- 
er Ones may come in for criticism. If you 
have to edit or publish a company maga- 
zine or newsletter, you won't want to 
miss a single column. 

PPP. 


BIGGEST NEWS CIRCULA- 
TION promotion circles: Henry Cowen 
and Marvin Barckley after years with 
Look magazine have recently joined 
Publishers Clearing House at 475 Fifth 
Avenue, NYC, to head up newly created 
promotion divisions. Henry Cowen, who 
recently spoke before the Hundred Mil- 
lion Club in NYC, had been with Look 
for 18 years in various capacities, and 
recently had been in charge of Subscrip- 
tion Sales Promotion. Marv Barckley 
had been Direct Mail Promotion Mana- 
ger of Look and The Insider's Newslet- 
ter. Marv contributed to The Reporter's 
editorial pages in the May issue. Ac- 
cording to their new employer, direct 
mail experts Cowen and Barckley will 
devote primary attention to the develop- 
ment of new methods of promoting 
subscription sales. Publishers Clearing 
House acts as sales representatives for 
many leading US and Canadian maga- 
zines. 
— 
eee 

INSURANCE MEN might be inter- 
ested in one of their fellow’s experiences 
with direct mail as a prospecting tool. 
Caught the following by Paul B. Ray- 


We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 
Direct Mail Advertising, 224-7th St., Garden City, N. Y. g 
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mond (Seattle Agency, National Life 
Insurance Co.) in that company’s June 
issue of their house magazine National 
Messenger. “In 1951 I mailed 200 letters 
to a community of about 5,700 people 
150 miles from Tacoma. I didn’t know 
anyone in the community, and I called 
on several repliers. One of the first was 
the publisher of a newspaper. I performed 
an estate analysis subsequently, selling 
him $20,000 of business. Later I sold him 
$25,000 and uncovered an estate problem 
for his wife and sold her $15,000. Then 
the endless chain began to work and now 
I can look down the main street in the 
businesss section of that town and point 
to one or more policyholders in every 
business house. Many of those men also 
answered Direct Mail letters and have 
bought for their wives and children, as 
well as employees.” 
eee 

IF YOU DEAL WITH HOTELS... 
you should get the new 1960-61 Directory 
of the Hotel Sales Management Assn. 
Write to Adrian Phillips, executive vice 
president, 1325 Boardwalk, Atlantic City, 
N. J. for complimentary copy. Approxi- 
mately 2,200 individual members are 
listed alphabetically, while the hotels they 
represent are arranged geographically 
with thumbnail descriptions of convention 
facilities. A special section indexes asso- 
ciated memberships outside the United 
States 


eve 
) WE LIKED THE LAkKG! iwi 
we recently received from the 


Donald Company, 129 South Ludlow 
Street, Dayton 1, Ohio. The MacDonald 
Company is a specialist in sales incentive 
services and programs for business. Their 
24-page booklet (10” x 10”) is printed in 
color. It points out that in 1930 some 
stocks went UP though the economy as 
a whole went down; in 1959 some stocks 
went DOWN although the economy was 
on the rise. The positive action that can 
effect a dramatic upward swing is more 
sales — and MacDonald is prepared to 
help achieve more sales. A very dramatic 
presentation, well handled. On the back 
cover, a letter is inserted in two die cut 
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HIGH OPACITY AND 
LOW SHOW-THROUGH 
MAKE 
NEKOOSA OPAQUE 
YOUR BEST CHOICE FOR 


EVERY DAY’ JOBS 


For price lists, broadsides, catalog pages, booklets, folders, 


and insurance policies ... any job that presents a show- 
through problem ... Nekoosa Opaque is your answer. And, 


because it offers so much opacity, in even the lighter weights, 


Nekoosa Opaque saves you postage money in the bargain! 
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YOUR BEST 
GLAMOROUS 


Use Nekoosa Opaque for your ordinary printed pieces. . . 
but remember that it is wonderfully suited for your 
extra-ordinary jobs, too. Nekoosa Opaque, with its 
brilliantly white background, brings out all colors in their 
natural beauty. And the wide choice of unusual finishes 
can add distinctiveness to your finest printed creations. 
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. an O PAQ U eS is distributed by these € 


Nekoosa Paper Merchants 


A Abilene, Texas Southwestern Paper Company Louisville, Kentucky Superior Paper, Inc. 
Albuquerque, New Mexico Butler Paper Company m Macon, Georgia The Macon Paper Company 
2 Alexandria, Louisiana Louisiana Paper Company, Lid Memphis, Tennessee Memphis Paper Company e 
: Amarillo, Texas Kerr Paper Company Miami. Florida Everglade Paper Company 
ms Appleton Wisconsin Universal Paper Company Milwaukee, Wisconsin Standard Paper Company 
zy Atlanta, Georgia Vulcan Paper Corporation Milwaukee, Wisconsin Unwwersal Paper Company 
Zz Atlanta, Georgia The Whitaker Paper Company Minneapolis, Minnesota Butler Paper Company 
8 Baltimore, Maryland The Barton, Duer & Koch Paper Co Minneapolis, Minnesota Martin Falk Paper Co 
Baltimore, Maryland The Paper Supply Company Minneapolis, Minnesota The Paper Supply Co., Inc 
Baton Rouge, Louisiana Louisiana Paper Co. of Baton Rouge, Inc Mobile, Alabama Partin Paper Company 
Battle Creek, Michigan Cortright Paper Co., Div Monroe, Louisiana Louisiana Paper Company, Ltd 
Billings, Montana Yellowstone Paper Company Montgomery, Alabama W. H. Atkinson - Fine Papers 
Binghamton, New York Binghamton Paper Company N Nashville, Tennessee Bond-Sanders Paper Company 
Birmingham, Alabama Jefferson Paper Company Newark, New Jersey The Paper Mart, Inc 
Boston, Massachusetts D. F. Munroe Company New Orleans, Louisiana Butler Paper Company, Inc 
Boston, Massachusetts Seaboard Paper Company, Inc New Orleans, Louisiana The D and W Paper Company, Inc 
‘ Boston Massachusetts Tileston & Hollingsworth Co New York. New York Bishop Paper Company, Inc 
Bridgeport, Connecticut Equity Paper Company New York. New York Greenwich Paper Corporation 
Buffalo. New York Gebhard Paper Co., Inc New York. New York Herman Grover 
Burlington, Vermont Vermont Paper Company, Inc New York. New York Marquardt & Company, Inc 
Butte. Montana Ward Thompson Paper Company New York. New York Hobson Miller Paper Co., Inc 
© Canton. Ohio Herrington Paper Company New York, New York Saxon Paper Corporation 
Cedar Rapids, lowa J. W. Butler Paper Company New York, New York Walker-Goulard-Plehn Co 
Charlotte, North Carolina Charlotte Paper Company © Oakland. California Pacific Coast Paper Company 
: Chattanooga, Tennessee Bond-Sanders Paper Company Ogden, Utah American Paper & Supply Company 
Chicago, Illinois Atwood Paper Company Oklahoma City, Oklahoma Oklahoma Paper Co 
Chicago, Ilinois J. W. Butler Paper Company Omaha. Nebraska Field Paper Co. 
Chicago Mlinois Midland Paper Company Orlando. Florida Central Paper Company 
Chicago. Illinois The Whitaker Paper Company © Peoria. Illinois J. W. Butler Paper Company 
Cincinnati, Ohio The Cincinnati Cordage & Paper Co Philadelphia. Gard @ Paneer Co. tne 
Cleveland, Ohio Brewer-Chilcote Paper Company 
Philadelphia, Pa Rhodes Paper Company 
Columbia, South Carolina Palmetto Paper Company A a » 4 
4 Philadelphia, Pa Schuylkill Paper Company 
Columbus, Georgia W. H. Atkinson - Fine Papers Phoe A 
Columbus, Ohio The Cincinnati Cordage & Paper Co 4 er 
Pittsburgh, Pennsylvania The Central Ohio Paper Company 
Portland, Oregon West Coast Paper Company 
© Dallas, Texas Southwestern Paper Company of Dallas Providence, Rhode Island Providence Paper Company ‘ 
Davenport. Iowa The Peterson Paper Company Pueblo, Colorado Butler Paper Company 
j The Cin Co Raleigh. North Carolina Raleigh Paper Company 
Des M. Reading, Pennsylvania M. J. Earl Co 
utter Paper Compan) Rochester, New York Economy Paper Company, Inc 
Dubuque. Iowa Weber Paper Company 
Duluth. Minnesota Martin Falk Paper Company s Butler 
© Elmira, New York Horwitz Brothers St. Paul, Minnesota “Martin Fath Paper Co 
Enid, Oklahoma Enid Paper Company Salt Lake City, Utah American Paper & Supply Company 
Evansville, Indiana Butler Paper Company, Inc San Autinin “Seu Shiner-Sien Paper Company 
® Fargo. North Dakota Dacotah Paper Company San Diego, California Butler Paper Company 
Fort Worth, Texas Southwestern Paper Company of Fort Worth San Francisco. California Pacific Coast Paper Company 
GS Galveston, Texas Southern Paper Company Savannah Georgia Atlantic Paper Company 
Gloucester City, New Jersey Rhodes Paper Company Scranton, Pennsylvania Z Elm Paper Company : 
ke k Garfield one. Sioux Falls, South Dakota Sioux Falls Paper Company 
— Spokane, Washington McGinnis Independent Paper Co 
Helena. Montana Ward Thompson Paper Company Springfield, Missouri Butler Comaany ‘ 
Holyoke, Massachusetts Plymouth Paper Company, Inc 
: Houston. Texas Houston Paper Company Tt Tacoma, Washington Allied Paper Company, Inc 
Houston, Texas Southwestern Paper Company Tallahassee, Florida Capital Paper Company * 
Huntington, West Virginia The Cincinnati Cordage & Paper Co T ampa, Florida Tampa Paper Company 
' Idaho Falls. Idah Dias P és ly C Terre Haute, Indiana Mid-States Paper Company, Inc 
Toledo, Ohio Paper Merchants Incorporated 
~ Jackson, Michigan Crown Paper & Bag Co Tulsa, Oklahoma Beene Paper Company 
Jackson Mississippi Central Paper Company Tyler, Texas Etex Paper Company 
G fy w Walla Walla, Washington Snyder-Crecelius Paper Co 
Washington, D. C The Barton, Duer & Koch Paper Co 
i * Kansas City, Missouri Butler Paper Company Wheeling. West Virginia Clarke Paper Company 
‘ Knoxville, Tennessee The Cincinnati Cordage & Paper Co Wichita, Kansas Butler Paper Company 
>. 
Laconia, New Hampshire Goodwin Paper Company B Paper & 
Lewiston. Maine Berry Paper Company orcester, Massachusetts ancroft-Worcester Paper Co., Inc 
Lima, Ohio The Cincinnati Cordage & Paper Co EXPORT 
Little Rock, Arkansas Arkansas Paper Company New York. New York Champion Paper Corporation, S. A ' 
ue Longview, Texas Etex Paper Co New York, New York Paper Corporation of United States 
‘ Los Angeles, California Butler Paper Company San Juan, Puerto Rico Paper Corporation of Latin America 


NEKOOSA-EDWARDS PAPER COMPANY port WISCONSIN 


Mills at Port Edwards and Nekoosa, Wisconsin, and Potsdam, New York 


LITHOGRAPHED ON NEKOOSA OPAQUE. BASIS 60 / VELLUM FINISH / 2 COLOR OFFSET PRESS / 2 ON SHEET 23X35 / 5,000 IMPRESSIONS PER HOUR 660 
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slits. Letter is addressed to MacDonald, 
bears recipients name in the return ad- 
dress corner and bears an uncancelled 
stamp. Automatically typewritten letter 
from president Elbert MacDonald re- 
quests an inquiry. Recipient is asked to 
initial lower part of letter and return 
in the envelope. A fine presentation. 

eee 


| A TABLE SUITED FOR ACCOM- 
MODATION of photocopy or duplicating 
machines is available from Marnay Sales 
& Manufacturing Co., 41 East 42nd St., 
New York 17, N. Y. Table, with inde- 
structable plastic top, measures 30” wide, 
24” deep and is 29'2” high. Spilled chem- 
icals cannot hurt the plastic surface. Table 


comes with utility drawer and shelved 
cabinet for storage of supplies and ac- 
cessories. Full information on this table 


available by writing the manufacturer. 


ANOTHER TUT! TUT! Taking cracks 
at competitors ts dangerous. A_ recent 
circular from the trade magazine Gasoline 
News, 214 Oak St., Columbus 15, Ohio 
is a case in point. Illustrated headline 
shouts, “Sure, cirect mail’s alright (we 
use it ourselves, as we are doing with this 
circular) BUT . compared with trade 
paper advertising it's expensive!” From 
there on the circular explains statistically 
that 50,000 mailing pieces to service sta- 
tions would cost a total of $2,400 while 
a four-column-by-ten-inch ad in Gasoline 
News would cost only $190.40 less 
agency. long schedule and cash discounts. 
Isn't that a silly argument? The two 
kinds of advertising are not similar. The 
purposes are different. Anyone in his 
right senses knows that direct mail is 
the most expensive medium per per- 
son reached, but not per person affected. 
To counter this attack, we could quote 
an actual test recently made by a DMAA 
member on a_ specific inquiry-seeking 
program . . . comparing results from two 
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How does cleswletter 
serve you best? 


Question: 


| 
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How do costs compare with similar formats? 


Lowest of all die-cut letters! Our new, high 
speed assembly line production methods enable 
us to save you many dollars per M. 


Can I get prompt delivery? 


You can get delivery of most orders in approxi- 
mately two weeks. This includes letter, reply 
form and carrier envelope. 


We do not now have a direct mail program. Can 
you set up a sensible, economical promotion 
for us? 


Willingly! You can avail yourself of our FREE 
Consultation Service. We will prepare a single 
mailing or a complete campaign for you... 
INCLUDING copy, list recommendations, sugges- 
tions for offers ... PLUS evaluation of results of 
mailing, based on returns AND conversions. There 
is no extra charge for this service for average- 
size orders. We can also supply art-work, type 
addressing and entire mailing operations, as well. 


What is the in-the-mail cost to me for a 100,000 
mailing ? 


We can put you in the mails for as little as $65 
per M, for 100,000 letters in three colors, reply 
card and carrier envelope, including list rental, 
complete mailing operation and postage. 


How can 1 get more information ? 
Call the Ansa-Man — Call Ansa-Letter! 
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PHONE OR WRITE FOR MORE INFORMATION 
TO MEL BERLIN S$/P/M 


from you 


200 Hudson Street, New York 13, N.Y. © WOrth 6-4500 “ergs we 


! 
— 
ff 
VG 
\ 
A 
. 
bisa: A 
. 
Question: 
dasa. 
= 
9 
A 
9 
3 


HANDLE WITH PROFIT! 


Goes new 1960 
HOLIDAY 
LETTERHEADS 


ADD TO YOUR PROFIT! 


Goes Holiday Letterheads gives you... 
and your customers a choice of over 52 
new and sparkling holiday designs . . . 
plus correlated envelopes. Envelopes de- 
signed to match and to express the holi- 
day season. 


ADD TO YOUR PROFIT! 


Goes Holiday Letterheads . . . lithographed 
in “Holiday-mode” glamorous colors. 
Many with added gold are 
“imprint-ready” when delivered to you. 
Available in quantities that will meet 
and match your specific requirements. 


ADD TO YOUR PROFITS! 


Goes Holiday Letterheads are priced to 
bring you maximum discount . . . maxi- 
mum profits . . . to add to your regular 
shop mark up. 


ADD TO YOUR PROFITS! 


Goes Holiday Letterheads are litho- 
graphed by craftsmen .. . in a shop with 
over 80 years of experience. This ex- 
perience is passed on to you in prices 
that reflect the maximum profit available 
to you through the imprint and sale of 
Christmas . . . Holiday Letterheads. 


NOW ... ADD TO YOUR PROFITS... 
NOW! 
Samples are ready . . . Mail the coupon 


today. G O e S 


LITHOGRAPHING CO. 


42 EAST 61st STREET * CHICAGO 21, ILLINOIS 


NAME_____ _ 


space insertions and two direct mail shots 
(all carrying coupons). Statistically, the 
returns from direct mail were exactly 
greater. But we won't print the 
details because conclusions would be 
unfair. The space ads furnished back- 
ground jor the action-getting direct mail. 
Instead of slamming direct mail, Gasoline 
News should promote a combination of 
the two fine media. 


—) RETAIL CREDIT MANAGERS are 
getting more and more direct mail minded 

. and a good way to learn about their 
activities is to read the monthly maga- 
zine Credit Currents, published by 
Credit Management Division, National 
Retail Merchants Assn., 100 W. 31st St., 
New York 1, N. Y. It’s edited by A. 
Leonidas Trotta and the subscription rate 
is $4.50 per year. A recent issue carried 
a most interesting report titled “How to 
Promote Credit” by Dean Ashby, credit 
manager of The Fair, Fort Worth, Texas. 
With the tremendous growth in credit 
buying (now about 68% of department 
store sales) . . . the credit and advertising 
departments are coming closer and closer 
to outright merger. The duties of modern 
credit departments are to make friends 
and keep them . . . largely through direct 


mail. 


“A POSTAL GUIDE for Religious 
Non-Profit Publications,” a new service 
booklet for members of the Catholic 
Press Assn., is also available to Reporter 
readers, if you want a copy. Summarizes 
postal regulations applying to non-profit 
publishers, and edits out those rules not 
of importance. Neat and simple, with 
crisp line-drawing illustrations. Write on 
your letterhead for free copy, to James 
A. Doyle, executive secretary, Catholic 
Press Assn., 6 E. 39th St., New York 16, 
N. Y. From same source you can obtain 
“1960 Catholic Press Annual,” first edi- 
tion of a new historical and special fea- 
ture publication recording the growth of 
Catholic publications in the United States 
and Canada. Contains articles on the 
Catholic press field, profiles of its leaders 
and other interesting material. 


eee 
PHOTOGRAPHS ARE POWERFUL 
when handled expertly. A recent mailing 


from Boys’ Life (Boy Scouts of America, 
2 Park Ave., New York 16, N. Y.) was 


impressive. Demanded attention. Size 
1434”x 934” (stitched on the side). 
Twenty pages printed on thick stock. 
Each copy weighed six ounces. Front 


cover a bleed photo of part of an 
enormous press with copies of Boys’ Life 
speeding through. Mammoth and dra- 
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matic photographs inside with small, 
brief captions tell the story of the spe- 
cial press installed at the Cuneo Plant 
in Kokomo, Ind. built especially to 
handle the two million copies of Boys’ 
Life. If you want to see dramatic photog- 
raphy explaining a giant graphic arts 
operation, get a copy from the adver- 
tising office of the organization at address 
given above. 


[) THE FEDERAL TRADE COMMIS- 
SION has asked cooperation of all its 
employees in helping to “police” direct 
mail advertising. Employees are to save 
all pieces received and turn them over 
for close inspection. Doubt if that plan 
will be as effective as what Reporter 
readers and DMAA members have been 
doing for many years. A mail-receiving 
and mail-wise group such as those who 
read The Reporter can easily spot fraud 
and misrepresentation and report them 
for investigation. This is the kind of 
cooperation we should continue to give 
to the FTC, the postal inspectors and 
the Better Business Bureaus. Incidentally, 
Sherman R. Hill is director of the In- 
vestigation Bureau of TFC and is the 
person to contact if you have specific 
examples of mail fraud or misrepresenta- 
tion. Address is Washington 25, D. C. 
| 

[] AN IMPROVED REPRO PROOF 
PRESS has been perfected by Atlantic 
Numbering Machine Company, accord- 
ing to the manuufacturer. The new mach- 
ine, the Atlantic Repro Proof Press, fea- 
tures a large accurately machined cast 


iron impression cylinder, and a 7 roller 
ink train that is removable for easy clean- 
ing. There are three models which take 
paper sizes 14x 18, 17 x 23, and 20x 27. 
Complete information on this press avail- 
able by writing to Atlantic at 4702 18th 
Avenue, Brooklyn 4, N. Y. 

eee 
[] A PUBLIC RELATIONS outfit has 
done a good job with their own public 
relations. Ruder & Finn Incorporated, 
130 E. 59th St., New York 22, N. Y. 
issued an intriguing annual report for 
1959. It’s a looseleaf, plastic-bound 712” 
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IS THIS SAMPLE BOOK IN YOUR FILE? 


Or is it on your desk, ready for action? If you 
don’t own a copy of this useful book, just call 
your Hammermill Merchant. Or write directly, 
on your business letterhead, to Hammermill 
Paper Company, 1621 East Lake Rd., Erie 6, Pa. 
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Be A 
Doctor 
of 
@nomatology 


TELL Guild about any lists 
you have of 25,000 or more 


names. 


GET the facts from Guild 
about all of the extra money 
that your list can make for 


you. 


ENJOY the rewards of Guild 
Service as you display your 


Doctor of Onomatology 


degree. This degree in the 
science of names is on the 
“visitor's side” of the ad-free 


July 1960 to June 1961 


standing desk calendar which 
we have ready to send to you. 


Write to 


Guild Service 
160 Engle Street, Englewood, N. J. 


Charter Member National Council 
of Mailing List Brokers 


Master Copper 


Powderless 
Etching 
Machine AS 


Copper 


Powderless 


Etching... 


Superior printing —molding is 
now a reality in copper plates. 
Greater depth in highlight, 
middletone and shadow areas. 


HORAN 


ENGRAVING CO., 


44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 


Branch Office: Newark, N. J. 


x 742” affair describing and picturing the 
officers, operations, finances and cus- 
tomers of this publicity-handling organ- 
ization. R&F have about one hundred 
clients among which is The Business 
Mail Foundation. Aside from its con- 


tents . . . the format and layout deserve 
a place in your idea file. 

eee 


[ GEORGE W. HEAD of National 
Cash Register Company is chairman of 
the Advertising Federation of America 
Council of Advertising Clubs. During the 
past year he has been editing a news- 
letter called “Repros” for officers of ad 
clubs throughout the country. Purpose 
is to provide quotations for local press: 
subjects for discussion at club meetings; 
or material for clubs’ own publications. 
Edition No. 9 was devoted entirely to 
direct mail— “The Riflemen of Adver- 
tising.” Worth having in your idea file 
if you can induce Jim Proud or Ruth 
Gardner at AFA headquarters (250 W. 
57th St.. New York 19, N. Y.) to send 
you a copy. 
— 
eee 
}] MAY 1960 REPORTER contained an 
interpretation of the Postage Impact 
Report issued by the Department of 
Commerce for the Congress. At that 
time we told you complete copies were 
rare and we didn’t know how you could 
obtain one. Now it’s learned that printed 
copies are available from the Superin- 
tendent of Documents, Government Print- 
ing Office, Washington 25, D. C. Or your 
local Commerce Department Office may 
have a supply. 

CC) WE LIKED a “four P” letter mailed 
by Planned Color Advertising, Inc., 18 
N. Seventh St., Stroudsburg, Pa. enclosing 
a sample of a glamorous 16-page, full 
color folder prepared for Echo Valley 
Lodge, Echo Lake, Pa. The letter, signed 
by Sales Manager John G. Valence, tells 
how his firm specializes in carefully 
custom-tailored color photography and 
printing for hotels and resorts. Now 
working on projects for 1961 delivery. 
The sample enclosed certainly was a 
convincing demonstration to prove the 
points brought out in the sales letter. A 
just about perfect example of a Picture. 
Promise, Prove, Push formula. 

eee 
(1) SPEAKING OF COLOR (as above) 

. we seem to be getting more and 

more good examples of full color direct 
mail. One of the most beautiful lately 
came from Universal-Rundle Corp., New 
Castle, Pa. (with plants in four other 
cities) modestly labeled as “maker of 
the world’s finest bathroom fixtures.” The 


THE REPORTER OF DIRECT MAIL ADVERTISING 


16-page, 82x11 inch, side-stitched book- 
let is simply gorgeous. The shots of 
bathrooms are the finest and clearest 
we've ever seen. Such productions are a 
credit not only to the plumbing nur ® 
but also to the graphic arts. We doubt if 
any postal employee, newspaper column- 
ist or member of Congress could use 
that “ugly term” to describe this type of 
direct mail. 

[) A MACHINE THAT WILL APPLY 
30,000 preaddressed labels an hour to 
printed pieces has been announced by 
Cheshire Inc., 1644 N. Honore Street, 
Chicago 22. This new Cheshire Model 
SL will apply roll strip labels, continu- 
ous pack form labels and tape strip 


labels preaddressed from punched cards, 
magnetic tapes, plates and stencils. 
Maximum size of pieces handled is 14” 

x 17”. Pieces may be added wiroulD 
stopping the machine. The unit is pow- 
ered by a dynamatic variable-speed drive, 
and push button controls are conveniently 
located at the right hand of the feeder- 
operator. 


— 
eee 


[ VANITY PUBLISHERS received a 
verbal spanking in the April 1960 Re- 
porter. There were howls of anguish from 
some of those spanked. In case you for- 
got, vanity publishers induce would-be 
and unexperienced writers to pay for 
having their “masterpiece” published by 
promises of fame and fortune. In spite 
of our criticism .. . there are some oc- 
casions when it pays to pay for having 
a book published by companies 
rather than individual amateurs. Business 
is using more and more books and pam- 
phlets for advertising and public rela- 
tions. The idea is growing so much that 
Prentice-Hall, Inc., Englewood Cliffs, 
N. J. has set up a Special Publications 
Division. We recommend that you write 
and ask for 12-page, 84x11 inch, illus- 
trated colored brochure describing the 
service . . . which even includes writing 
the manuscript for public relations om 
Service of course includes all production 

and, in many cases, distribution. Bro- 
chure is interesting because it furnishes 
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COATED BOOK and 


A new concept in Printing Papers and Inks 
for stimulating reading and pictorial interest by:— 


@ Utilizing the restful, psychological effects of soft colors in papers and inks 


@ Reducing the contrast ratio of ink to paper by approximately 8 to 1 (as compared to a 17 to 1 ratio of black on white) 


@ Making printing easier to read . . . more attractive and restful to the eye 


® Helping to better vision with improved reading legibility 


Evolutionary .. . Exciting . . . Demanding! Apco 
Impact Coated Book creates a new look and new 
interest readership for printed advertising, books, 
publications and other communications. How? Simply 
because the Apco Impact formula scientifically 
matches color combinations of softly tinted papers 
with color co-ordinated inks to provide easier, more 
restful reading by reducing contrast and glare to but 
a fraction as fatiguing to the eyes as conventional 
black on white. Neither black ink nor white paper is 
used in the Impact formula because this combina- 
tion produces a harsh contrast ratio of 17 to 1, 
whereas Apco Impact papers and color co-ordi- 
nated inks reduce this to the most desirable light 
reflectance ratio of approx. 8 to 1. 


As you can see, Apco Impact Coated Book also 
enhances the beauty of full color illustrations. These 
papers, in soft tints of Jonquil, Suntex, Coral, Azure 
Blue and Mint Green fall within the color ranges of 
daylight and nature’s many hues. Consequently, by 


using the Impact formula for process printing which 
calls for yellow, red and blue as usual — but which 
substitutes for black, the Impact ink which is color 
co-ordinated to the Impact tinted paper-—a new 
depth, warmth and “naturalness” is achieved in the 
final reproduction. 


Standard 4-color process printing which incorporates 
black ink and white paper creates a washed-out “high 
noon” background to the scene which does not present 
things as we actually see them because in nature there 
is no white background nor white periphery. Black 
ink actually “robs” your color printing of naturalness 
because it dirties other colors and “pulls” the eye 
due to its high absorption of light. 


If you have not yet explored the unlimited possibili- 
ties for improving much of your commercial and pub- 
lication printing with Apco Impacr Coated Book 
(and Cover) we suggest you contact your nearest 
Apco Impact merchant for the complete story — Or, 
write direct to us on your company letterhead, please. 


THE APPLETON COATED PAPER COMPANY 
APPLETON - WISCONSIN 
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To meet the exacting requirements of the Impact formula, 

GPI is now producing color co-ordinated inks, especially 

formulated to perfect the beautiful Impact “marriage” of 

-_, ink to paper for either one-color or four color process 

j rs printing on Apco Impact Coated Book and Cover stock. 


GPI color co-ordinated Impact inks have all the impor- 
tant properties necessary to make the printing marriage suc- 
cessful. The four different pigments of Brown, Blue, Maroon 
and Green match the exacting color standards created for 


the Impact formula by Faber Birren — nationally known THE “PACT” PROSUCHION STORY... 


consultant and color authority. This french-fold insert on Apco IMPACT 
Coated Book — SUNTEX-25x38-80 — is offset 

GPI inks are softly dull and rich in appearance with the printed in Three GP! standard OFFSET 

consistency of color and texture so important for achieving PROCESS colors: — Yellow R60-3382-D, 


Red R60-3383-D, and Blue R60-3384-D. 

GPI IMPACT BROWN R60-3232-D which 
is color co-ordinated to the SUNTEX tint 
of the Apco IMPACT paper is used instead 


uniformity of flow and color from one side cf the sheet to 
the other — and from one run to the other. GPI Impact 
inks are formulated to meet the correct reflectance value 


requirements consistent with the Impact formula patents. ot 
, This is your assurance that your printed job will have the printing under the IMPACT formula. 
easy reading qualities so aptly exemplified in the Apco A fifth color—Offset Process Block R60-2517 
Impact slogan . .. The Paper with the “Built-in Sunglasses.” is used in place of IMPACT Brown in the 
‘© smaller process illustration on the front 
To achieve the true Impact readership formula, GPI inks cover for comparison purposes only — as 


well as in one word of the cover caption. 


are color co-ordinated to be used with Apco Impact Coated = 
Book and Cover Papers in these combinations only: — 

Impact BROWN ink on Jonquil and Suntex papers, Impact 

BLUE on Azure Blue, Impacr MAROON on Coral, and 

Impact GREEN on Mint Green. 


GENERAL: PRINTING INK 


DIVISION 


Sun Chemical Corporation 


Branches in all principal cities 750 Third Avenue, New York 17, N. Y. 


The mark of Restful Reading 
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NUAL REPORT 


now! 
new! 


UNIFORM SERVICE SHOE 
RUGOEONESS PLUS THE Famous 
FEATURES OF 


MASSAGIC 


Leading Advertisers and Printers Acclaim This Revolutionary 
ae New Formula with Printed Results ! 
IMPACT color 
M PACT COATED BOOK 
| | printing ink® 


Apco Impact Coated Book and Cover are distributed by: 


Albany Hudson Valley Paper Company Minneapolis Wilcox-Mosher-Leffhoim Company 
Atlanta Sloan Paper Company — Nashville Bond Sanders Paper Company GPI Color Co-ordinated Impact inks 
Baltimore White-Rose Paper Co., Inc Newark Central Paper mpany : 7 
Birmingham Graham Paper Company New Haven F for Letterpress, Offset and Gravure 
Boston Carter Rice Storrs & Bement, inc New Orleans + as : > packaged ady-f oe 
Boston Century Paper Company New Orleans printing come packaged ready-for-use. 
Buffalo Alling & Cory Company New York ~ 

York | ALL Impact colors of Brown, Blue, 

e Charlotte Charlotte Paper Company New York Maroon and Green are readily avail- 
Chicago Bermingham & Prosser Company Oklahoma City 
Chicago Carpenter Paper Company Omaha able for prompt delivery from all GPI ee: 
Chicago James White Paper Company Orlando ie : 
Panes Commeny branches as listed 
Cleveland Central Ohio Paper Company Philadelphia Garrett-Buchanan Company | ae 
Columbus Central Ohio Paper Company Philadelphia Raymond & McNutt Company Atlanta Norwood, Mass. 
Dallas Carpenter Paper Company Pittsburgh Alling & Cory Company | 
Dallas Olmsted-Kirk Paper Company Pittsburgh Chatfield & Woods Company Chicago Philadelphia 
Denver Carpenter Paper Company Portland Carpenter Paper Company | 
Des Moines Carpenter Paper Company Portland Zellerbach Paper Company Cincinnati Pittsburgh 
Detroit Seaman-Patrick Paper Company Providence Carter Rice Storrs & Bement, inc | 
Fort Wayne Millcraft Paper Company Providence Narrangansett Paper Company Cleveland Portland, Ore. 
Fort Worth Carpenter Paper Company Raleigh Raleigh Paper Company | . 

a Fort Worth Olmsted-Kirk Paper Company Richmond B. W. Wilson Paper Company Fort Worth Richmond, Va. . 
9 ae Grand Rapids Carpenter Paper Company San Antonio Carpenter Paper Company 
Hartford Rourke-Eno Paper Company = Hartford, Conn. Rochester, N. Y. 
Houston Carpenter Paper Company Taper Kan ity, Mo. t. Louis 

Houston Olmsted-Kirk Paper Company Corpenter Paper Company sas C 

te : t ity estern Newspaper Union i 

Indianapolis Paper Eim Compsny Los Angeles St. Paul, Minn. 
Jackson raham Paper Company Seattle Carpenter Paper Company 
Jacksonville Jacksonville Paper Company Spokane Zellerbach Paper Company Milwaukee San Francisco ; : 
Kalamazoo Bermingham & Prosser Company Springfield Carter Rice Storrs & Bement, Inc I. 
Kansas City — & Prosser Company see aghield Seurte Eno Peper Company Monroe, La. San Leandro, Ca 
Kansas City arpenter Paper Company ours faham Paper Company 
Knoxville Graham Paper Company St. Louis Shaughnessy-Kniep-Hawe Paper Co New York Seattle, Wash. 
Lincoin Western Newspaper Union Tallahassee Capital Paper Company 
Los Angeles Carpenter Paper Company Tampa Paper Company 
Los Angeles Zellerbach Paper Company oledo entral Ohio Paper Company 
Louisville Rowland Paper Company Wynton Central Paper Company London, Ont. Toronto 
Memphis Graham Paper Company ulsa Beene Paper Company Montreal Winnipeg 
Miam: Evergiade Paper Company Washington, 0. C R. P. Andrews Paper Company 
Milwaukee jouer Paper Company Wichita Graham Paper Company Quebec Mexico City 
Milwaukee Oshkosh Paper Company Wichita Western Newspaper Union 
Minneapolis Carpenter Paper Company Worcester Carter Rice Storrs & Bement, inc Caracas, Venezuela .) 


THE APPLETON COATED PAPER CoO. 
APPLETON - WISCONSIN 


GENERAL PRINTING INK * 
Sun Chemical Corporation 


owe, New York 


a picture of how widely books are being 
used for promotion purposes. What type 
of organizations use them, and so forth. 


e THE VANITY PUBLISHERS EX- 
POSE by field editor Peter Fischer in 
the April 1960 Reporter received some 
much needed additional circulation. A 
five-page reprint (by permission) appeared 
in the April-June 1960 quarterly bulletin 
“The Christian Writer,” published by the 
Mennonite Publishing House, Scottdale, 
Pa. Ellrose D. Zook is editor with Mervin 
Swartzentruber assisting. Subscription 

price is $1.50 per year. 

eee 


> NEVER BE NEGATIVE, crow the 
ad buffs, but Pitney-Bowes seems to 
have done a fine job of ventilating that 
time honored old theory. Their new 
booklet “How to Talk Yourself Out of 
a Good Thing” presents every possible 
customer objection m print—if Mr. 
Prospect hadn't thought of the objec- 
tion, P-B reminds him. But in_ the 
process they refute the objections with 
a logical sales presentation. Book fol- 
lows a sort of story line featuring a 
medieval boss and a pert young secre- 
tary named Miss Pruett. For example, 
one objection is “Licking and Sticking 
Stamps isn’t much of a chore in my book” 
ccording to boss. But copy below points 
out that in addition to licking and stick- 
ing, Miss Pruett also has to tear off 
stamps, separate them, wet them, and 
keep a record besides. And farther down, 
the booklet points out, Miss Pruett is 
being paid to do highly skilled secre- 
tarial work—not to wet nurse stamps 
and envelope flaps. This is a fine pre- 
sentation, and worth seeing. Pitney- 
Bowes is located at Walnut & Pacific 
Streets in Stamford Connecticut. 


[] IF YOU DON’T BELIEVE that the 
crooks are gradually being driven out 
of the mails . . . write to Post Office 
Department, Information Service, Wash- 
ington 25, D. C. and ask for 16-page 
report on Fraud & Mailability Cases for 
the period of March through June 1960. 
Read the jampacked pages and you will 
get a pretty forlorn picture of crime in 
the mails. But it’s encouraging, too. At 
last the Post Office is able to obtain con- 
victions at point of receipt of fraudulent 
or unlawful mail rather than dispatch 
(new law). The pornographic peddlers are 
folding fast . . . so are printers who 
supplied them; homework schemes are 
likewise falling fast. All sorts of con 
games have been or are being prosecuted. 
Realize . . . the Post Office cases cover 
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HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mail has proved its ability to 
create leads for salesmen, dealers, distributors .. . 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertis 1g 
than making money. 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
Inc. has created a new booklet titled, “How To Put 
Action Into Your Direct Mail”. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do’s and don’ts based on years 
of mail advertising experience. 

And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. 

To receive your free copy of ‘‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 


OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 
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— attach this ad to your letterhead. 


Learn how the added sales impact of 
full color is within reach of any 
budget. 

—This information a MUST for every 
creator and buyer of direct mail, ad- 
vertising, or sales promotional ma- 
terials. 


direct mail 
© dealer aids 


CURT TEICH 


1733 W. Irving Pk. 


Before you 
make your 


next mailing 
. . . CHOOSE 
FROM THE 


“BILLION 


MAIL ORDER BUYERS 
INQUIRERS and PROSPECTS 


For an immense fund of data and 
MOSELY custom-prepared LIST 
RECOMMENDATIONS, simply 
send us in confidence a detailed 
letter about your list problems 
along with sample mailing pieces, 
ads, ete. NO COST OR OBLIGA- 
TION. Write: 


MAIL ORDER 

LIST SERVICE. Inc. 
MAIL ORDER List [HEADQUARTERS 
38 Newbury St., Boston 16, Mass. 


Cherter Member National Council 
of Moiling List Brokers 


only outright fraud, actual violations of 
existing laws. In addition, we are watch- 
ing the Federal Trade Commission and 
Better Business Bureau reports on the 
borderline cases of misrepresentation and 
unethical business conduct. It’s too much 
to expect that all the crooks will be 
eliminated . . . as there will always be 
callous slick operators. But it’s good to 
know that progress is being made. The 
Reporter hopes to give you a roundup of 
the remaining “bad boys” one of these 
days after the convention is out of the 
way. 

— 

eee 


[] SOME OF THE RACKETS are 
downright pathetic. Would be funny .. . 
if not so serious. Have you ever seen 
those ads urging parents to register their 
children for possible modeling or movie 
jobs? Fee required, plus picture of child-, 
ren. Promise is made that pictures and 
descriptions will be shown to producers; 
agencies and advertisers. Well . . . you 
should see the result of those appeals. 
The so-called Children’s Photo Bureaus 
then issue a 16-page or so offset “cata- 
log.” The production is atrocious. Some 
of the pictures are so indistinct as to be 
unrecognizable. Others are so corny or 
unlovely as to be disgusting. Only moron- 
ic parents could believe there were any 
professional possibilities. But the racket- 
eering promoters (mostly around the 
Hollywood area) continue to reap in the 
fees from suckers who are dumb enough 
to fall for the swindle. 

— 

eee 
[) OPERATORS of phony “police journ- 
als” are heading for real trouble. Others 
have joined The Reporter in exposing the 
highhanded methods used to force out- 


of-state truck owners into paying for 
worthless advertising. (See first Short 
Note in August 1960 issue. A_ recent 


issue of Transport Topics, published in 
Washington, D. C. reports that state 
motor transport associations have been 
alerted and full-scale investigations are 


under way. We'll watch developments 
with interest. 

— 

eee 


NEAT 20° RETURN was chalked 
up with a mailing by Switzer Bros. Inc.. 
manufacturers of fluorescent colors, 4732 
St. Clair Avenue, Cleveland 3, Ohio. A 
Reply-O-letter offering a how-to manual 
on Switzer’s “Day-Glo” paint was offered 
to 7,102 prospects, and 1,425 cards were 
returned asking for the manual. Inter- 
esting feature of the mailing: reply card 
was printed on “Day-Glo” 
ink, and received a lot of attention. Gor- 
don D. Russell, Vice-President, Sales, 
says of the mailing: “While our return 
was quite sensational, the real merit of 


fluorescent 


success of this program is definitely going 
to be on how much more aircraft paint 
(ed. a chief use of Day-Glo) we sell 
after correct application becemes a habit. 
We feel that through direct mail we were 
able to reach our key prospects in  ) 
fashion that gave us more tangible re- 
sults than if we had just offered this 


manual in a series of space advertise- on. 
ments.” 

== 


[) THE FIRST OF THE CHRISTMAS 
promotions is here. Gallery of Gifts Inc., 
80 Park Avenue, New York 16, N. Y., 
is offering a combination card-gift cata- 
log in the $10 range to interested busi- 
nessmen. Though described as a unique 


innovation, this idea has been used many 
times in the past, most notably by the 
Diner's Club in 1958. The Gift-Bookard 
(as they call it) works this way. Giver 
orders any number of books he wishe > 
at $6.50 each, and his name is imprinted 
on the cover of this card. Inside 24 gifts 
are illustrated. Person receiving card 
during the holiday season has only to 
check off the gift he wants, send the 
business reply card to Gallery of Gifts, 
and gift is sent back by return mail. Good 
theory. Saves time and bother for giver, 
and receiver gets a host of gifts to choose 
from. Nice to see Christmas is on the 
way, even if it is only September. 
— 
eee 

[ MOST IMPRESSIVE is an unusual 
annual report prepared for the Health & 
Welfare Council of Indianapolis and Mar- 
ion County, Indiana. Having a hand in the 
designing was Council President Philip 
Adler, Jr. of American Hosiery Mills, 
741 E. North St., Indianapolis 7, Ind. 
This annual report is a five-wing, double 
accordian folder measuring (folded) 4x9 
inches. The wings describe members of 
the Council, the staff, purposes, accomp- 
lishments, and so forth. After the five 
wings are opened . . . you open another 
fold to an 18x20 inch sheet. There is a 
detail map of Marion County with 
bright orange dots scattered over it. 
Corresponding dots in three margins > 
head thumbnail descriptions of 64 pro- 
jects carried on by HWC. Printed in 
black, green, orange, with some de- 
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Everyone reads 


An architect has a professional eye for detail. When 
he reads a company’s printed material, he sees more than just the bare words 
and pictures. In effect, he reads between the lines — unconsciously appraises the 
good taste of the company that sent him the booklet. He is influenced by evi- 
dences of the sincerity of the message, the character of the design, the quality 
of the print and the paper. Companies that show respect for readers through 
this kind of attention to detail will win respect in return. Respectful printing be- 
gins with a good printer. See him early. There’s more than a good chance that 
he'll specify a Warren paper, because he'll get better results — and so will 
you. 8S. D. Warren Company, 89 Broad St., Boston, Mass. 


® ‘Warren's printing papers make a good impression 


FINE PRINTING PAPERS FOR ADVERTISING LITERATURE AND THE PUBLISHING OF BOOKS 
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HOW TO REACH 
HIGH SCHOOLS AT LOW COST 


We have the most up-to-date, quali- 
fied list of 23,000 high schools in the 
U.S.A. This list is available for ad- 
dressing your promotions at a truly 
low cost. For complete information 
on how to effectively reach the na- 
tion’s high schools, write, wire or 
phone — NO OBLIGATION of 
course! 


BOB MAXON, President, 
SPECIAL CORRESPONDENTS Inc. 


230 E. Ohio St., Chicago, Ill. 
DElaware 7-1065 
or tact our repr tatives — 
V. P. MacMahon, New York 
17 East 48th St., New York 17, N.Y. 
Telephone: Plaza 5-1127 


M. D. Lloyd, Cleveland 
11863 Edgewater Dr., Lakewood 7, Ohio 
Telephone: Academy 1-2368 


Uoyd R. Mueller, Wisconsin 
2644 North 30th St., Milwaukee 10, Wisc. 
Telephone: Hilltop 2-7427 


Mrs. John Turk, Los Angeles 
564 So. Van Ness, Los Angeles 5, Calif. 
Dunkirk 4-2558 


NEW 
Screwdriver 


perfectly 
scaled-down 
MINIATURES 


REALL 


WORK 
ros =. 


miniatures are “cast-assembled” in 

one operation by GRC's exclusive 

patented “INTERCAST™” process. Natura! bright 
finish or brass plated. GRC also die casts and molds 
special small parts to order; ask for 

special bulletins 

Write, wire, phone TODAY. for 
samples and prices of GRC metai 
miniatures. 


World’s Foremost Producer of Small Die Castings 
11 Second St., New Rochelle. N. Y. NEW Rochelle 3- 


Authentic 
detail ; fascinating to use. 


metal 


scriptions in reverse type through the 
green. A beautiful local welfare job as- 
sisted by advertising professionals. 
— 
eee 

(] BMF IS SHOWING EVERY SIGN 
of fulfilling its promise as the pr arm 
of direct mail. Recent story in News- 
week was result of efforts by BMF un- 
der guidance of Norm Weissman and in- 
spired leg-work of Pete Modell of Ruder 
& Finn. Upcoming direct mail stories 
may appear in The Reporter (not us, 
the intellectual publication), Good 
Housekeeping, and Business Week. Plans 
for use of dm pictures are being dis- 
cussed at Life. BMF is constantly feed- 
ing short fillers on business mail to the 
wire services, which in turn are picked 
up by the local papers. BMF has also 
been instrumental in getting the business 
mailer’s point-of-view on national broad- 
casts to counterattack charges by the 
PMG. A well-deserved pat on the back 
for BMF, at last coming into its own. 


() BABIES PICTURES are surefire at- 
tention getters on your mail. Received 
a fine booklet from Paul Martin of the 
Philadelphia Daily News. Paul is promo- 
tion director and his department pro- 
duced his cute 8 page booklet show- 
ing classified advertisers how they could 
run their message all week for less 
than $4. Inexpensively produced, but 
the copy and photos are fine. This news- 
paper has produced a second booklet. 
too, this one promoting the “Help Want- 
ed” columns. HW booklet is two-color 
with line illustration. Both books are 
worth seeing, and copies might be avail- 
able by writing Paul Martin c/o The 
Daily News, Philadelphia 1, Pennsyl- 


vania. 

[) DID YOU KNOW THIS? If you have 
a registered trademark, you must file 
an affidavit of continuance (still in use) 
within a one-year period which follows 
the fifth anniversary of the registration 
date. Otherwise the registration will be 
canceled at end of sixth year. According 
to unusual-fact-gatherer Leo P. Bott, Jr. 
of Chicago .. . that is the provision of 
Sections 8 and 15 of the 1946 Trademark 
Act. 


[) HISTORICAL NOTE: Leon Olsen of 
Rhyme University, Eden, N. Y. uncov- 
ered and sent to us an old file of six 
copies of “Country Life in America” 
issued during 1905, published by Double- 
day, Page & Co. The ancient advertise- 
ments are fascinating. Well written, too. 
What interested us most was a full page 
ad in June 1905 issue signed by Lord & 


Thomas, billed as largest advertising 
agency in America, titled “Why Some 
Advertisers Grow Wealthy While Others 
Fail.” Three columns jammed full of 
eight-point type . . . a discourse on prin- 
ciples of mail order. Contrary to reir 
that our medium did not get its name 
until about 1915 . . . we found this en- 
lightening paragraph: “And note also 
that we are not advising general adver- 
tisers to go into mail order business. We 
do, however, strongly insist that all copy 
for general advertising should possesss as 
much positive selling force and conviction 
as it would need to actually and profit- 
ably sell goods direct by mail.” 


eee 


(1) HAVE FUN!!! Try to figure what 
this figure is trying to put across. 


size which 
it was 
hard to discover what product was being 


Even in 8x10 inch glossy 
reached us with a press release . . . 


plugged or what the bathing girl had to 
do with the product. Well . . . PR people 
have to think up something. This release 
dealt with “a dramatic new concept in 
visual communications” . a portable 
viewer which advertising agencies and 
their clients can use to show pictures of 
products or services. We get it now. The 
tie-up with picture . . . “easy to look at.” 

\ 


™ ANOTHER CAT STORY: A year or 
so ago, we reported that a cat found its 
way into a nationally-sold mailing list. 
Its mistress had purchased mail order 
supplies in the cat’s name. Now comes 
a story from Eau Gallie, Fla. of a city 
directory listing for Gibson McVicker, 
1308 Banyan Drive, explorer. The ex- 
ploring is limited to neighbors’ back- 
yards. The tom cat's owner gave his 
name and occupation to the sirecion 
enumerator . . . describing it as a member 
of the family.@ 
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RETURN-A-CARD SELF-MAILER 


Most useful when a lot of room is needed to 
illustrote your products. Serves os a catalog 
supplement or even stands on its own feet os 
an ‘‘order-getter’’. Attached reply card already 
bears prospect's name and address ond needs 
no postage for mailing. Two sizes 9.” x 12.” 
or 11” x 17”. Can replace a brochure, ond cise 
serve as on efficient mailing piece. 


if you've been considering a test on our Return-A-Card format, but 

didn't quite know just how our letter would fit into your promotion 

Most of the time... plans, perhaps the above description of the various formats avail- 
able will ring a bell. PRICES ON REQUEST. 


It's not what you do- 
But, the way that you do it! 


SALES LETTERS, incorporated 


COPY + ART + LISTS * PRINTING + MAILING 


155 West 23rd Street — New York 11, N. Y. 
Tel. WA 9-2680 


{ 
4 ule sure renewal letters, mailing 
tequite tong ex sry copy. In two sizes: Big” wide » 
more room tor capy is needed. Con be used w 
either reply cords or reply envelopes, depending on the 
RETURN-VELOPE 
For cash, check or. money 
order returns (magorine 
‘or when privacy of return 
if Attracts attention and stimulotes immediote oction when 
=== Used most often for mogarine renewal promotion, but 
con be adopted easily to new produc! promotion, timely 
\ - lopes. end mails in matching manilla envelope 


Clyapie background ... color pictures of 
top athletes ... = special feature os the 
of ancient Bowe ... guide to the 
vertainmeet, shopping and eating thet 
visitors ... 

Thea, free the first trials through ‘he 
final exarés, SPORTS bring 
you the latest raporte from festive city os 
Clympie boliday. 

foltowsd the Pinter Olympics SPORTS 
you'll share the exths- 


particular remark by one of sportdom'’s favorite fans: 


“I was impressed by SPORTS ILLUCTRATED'’s fine professional 
coverage at Squaw Valley. The excitement, authority and 


Completeness of the reports did Justice to memorable 


meeting of the world's great athletes.” -- Bing Crosby. 
Be're proud of such laurels, of course, and pleared to proaise 
you & repest performance at Rome with every bit as much scope, 

color end quality. 


And when the 1960 Olympic Games are history, you'll still hare 
@ dig season ahead in SPORTS ILLUSTRATED. The fis 


reports on Gajor events everywhere. 
SI's complete Preriess an¢ Preview Reviews and 


lover, pl 


A TALE OF SIX CITIES 


How Sports Illustrated Mailed 
Two Million Pieces From Rome 


— competition will 
mark this summers Olympic 
Games in Rome. But international 
cooperation made it possible for 
Sports Illustrated to mail 2,000,000 
circulation promotion letters featur- 
ing the Olympic Games. 

Aware of the Olympic’s obvious 
value as a theme for their circulation 
promotion, S/’s circulation depart- 
ment, headed by Circulation Direc- 
tor Robert Cowin, initiated, created 
and organized this huge mailing at 
their New York office, while the pro- 
duction and mailing was done in Ve- 
rona by Mondadori, Italy's largest 
publishing house. Dillon-Agnew, in- 
ternational direct mail specialists 
with offices in New York and Amster- 
dam, supervised the production in 
Verona to make sure production met 
exacting S/ standards, and mailing 
conformed to U.S. postal regulations. 

Although the Post Office frowns on 
large bulk mailings from foreign 
countries into the U.S.A., it gave per- 
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mission for this unique venture 
largely because of promotional sup- 
port given the Olympic competition. 


Commuting to Verona 

Six cities were involved in this in- 
ternational direct mail program-New 
York, Chicago, Verona, Genoa, 
Rome. and Amsterdam. New York 
provided the planning and coordina- 
tion, Chicago produced the labels. 
The Mondadori plant at Verona 
printed, inserted, stamped, labelled. 
bagged the mail, and put it onto 
freight cars bound for Genoa where 
it was loaded onto the Italian Line 
ship the Leonardo Da Vinci. Amster- 
dam, of course, was home base for 
the Dillon-Agnew staff who com- 
muted to Verona. 

Rome was brought into the act in 
an unusual way. The Olympic games 
are being held in Rome, and S/ 
wanted the letters to bear a Rome 
postmark. This meant. however, that 
the mail would have to be sent by 


OS) line 
will bring y 
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Mondadori Piant, Verona, Italy pro- 
duced this 4-color mailing piece 
for Sports Illustrated 


train across Italy to Rome, cancelled, 
and then shipped down to Naples to 
be loaded on the Leonardo Da Vinci 
when that ship docked there on its 
way from Genoa. This problem was 
eliminated when the Rome post otlice 
agreed to send agents and cancelling 
machines from the capital to estal- 
lish a temporary substation at the 
Mondadori plant. As soon as the mail 
was ready for tying and bagging, 
these postal employees cancelled the 
letters with the Rome postmark, 
eliminating a costly and time con- 
suming logistical headache. 

While Mondadori boasts an impres- 
sive collection of up-to-date printing 
and folding machines, much of the 
work is done without mechanical aid. 
For the S/ mailing, all letters were 
processed mainly by hand. A corps of 
220 Italian workwomen separated the 
labels, affixed the labels, collated and 
inserted the pieces, nested, and tucked 
flaps entirely without machine as- 
sistance. This procedure is s.o.p. at 


: end packed with all the iaformstice 
Don't lose the envelope. It's commen- ae 


Mondadori, since wages are low, and 
the handwork method is less expen- 
sive than the purchase, installation. 
and operation of automatic machines. 

There was only one crisis in the 
entire operation. It occurred when 
the Italian girls were separating the 
labels. Unfamiliar with U.S. postal 
regulations, detached labels (which 
had come from Chicago in six pre- 
separated batches) were becoming 
scrambled. Las  signorianas, alas, 
didn't know the difference between 


F Tuscaloosa and Walla Walla, and who 
can blame them? Florence Leighton 
of Dillon-Agnew was called in to 

. oversee the labelling and bagging 


operation. She condensed the bulky 
USPO manual on regulations down 
to three typewritten pages, which was 
then translated into Italian. The con- 
fusion abated, and a laier spot check 
of the bags proved that the instruc- 
tions had been understood. 


Sixty Tons of Mail 


For the statistical minded, the 
Sports Illustrated letters consumed 
$ 2200 mail sacks which in turn filled 
over 6 freight cars on the trip to 
Genoa. The mail filled almost an en- 
tire hold in the Leonardo Da Vinci. 
The 2,000,000 pieces weighed 61 
ons. 

We checked with Joan Throckmor 
ton, Circulation Promotion Manager 
at Sports Illustrated to find out what 
sort of reaction there has been to this 
mailing which went out into the mail 
q two days after docking at New York 
Pee on July 9th. Results so far have been 
5 fine. The Olympic mailing offer is 
44 weeks of S/ for $3.57, as com- 
pared with their standard offer of 23 
weeks for $1.97. S/ anticipated re- 
turns which would be on a par with 
Re the regular offer in spite of the fact 
that the olympic promotion offers 
double terms. Returns have lived up 
to expectations. 
oe An interesting side note has been 
ee 4 consumer reaction to the promotion. 
as Few, if any, householders ever write 
2% fan mail in return for a sales pitch. 
a but S/ has received many letters of 
— thanks for the letter, and seem proud 

of the Rome cover, stamp, Olympic 
tie-in ete. 

Perhaps more unusual is the flood 
of mail received in Rome. Return 
address on the letters is “Via Sardeg- 
na 14, Roma, Italia.” Time Inc. of- 
fice in that city. To date over 100 
nixies have made the long trip back 


across the Atlantic. 
Congratulations to Sports Illus- 


trated for a well conceived and well 
executed direct mail campaign.¢ 
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“Think” session. L 
to R: Dave Agnew, 
Joan Throckmorton, 

Robert Cowin, Pat 
Saunders (SI), Hugh 
Giante (Italian Lines) 
and Natalia Murray 

(Mondadori’s New 
York representative). 


ltalian girls separate 
the labels for 
affixing. Unfamiliar 
with U. S. Postal 
regulations, girls 
temporarily 
scrambled 
prearranged labels. 


Vital statistics: 2200 
mail sacks holding 
2,000,000 pieces & 
weighing 60 tons. & 
Or weren't you 
looking at the mail? 
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Soden 


_ always on the watch for exam- 
ples of successful direct mail op- 
erations in a small town. Maybe it’s 
because I grew up in a small town 
. +. or possibly because I'm overly 
sensitive to the unfair criticism that 
The Reporter is only interested in 
big-shot, million-dollar enterprises. 
The truth is: over the years, we've 
had more stories about small busi- 
nesses than large. It just happens that 
the larger case histories are more 
spectacular. Direct mail has always 
been a “small business” medium. 
Only in recent years have the giants 
of industry and their agencies “dis- 
covered” direct mail. 

I first became interested in Minden, 
Nebraska, when I saw a copy of 
“Warp’s Christmas Messenger,” a 
beautifully printed, 40-page, 6x9 
inch, one-time-a-year house maga- 
zine of Warp Publishing Co., Min- 
den, Nebr. Christmas 1959 was the 
20th edition. Recognized a reprint of 
Dick Faulkner's wonderful annual 
prayer for International Paper Co.; 
learned about early history of Min- 
den; how the tradition of Christmas 
lighting decorations started there. 
But I couldn't understand from the 
low-pressure. no-selling approach 
what the Warp organization did for 
a living or what had kept them in 
business for twenty or more years. 

So I wrote to Paul Warp for the 
story, and he turned out to be a 
DMAA member and a convention- 
goer we've missed in the past. It’s 
another better mouse-trap story. 

Paul’s father, Oscar, was a county 
school superintendent back in the 
early 1900's. He realized that teach- 
ers . . . particularly country school 
teachers . . . needed something more 
than mere textbooks if they were to 
perform a true service. Basing his 
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small town SUCCESS 


i how a school publisher 


built a business 
by mail 


by Henry Hoke, Sr. 


ideas on the theory of the German 
psychologist, Ebbinghaus, that all of 
us forget 90% of what we see and 
hear within 24 hours, Oscar Warp 
decided that teachers needed a new 
or third dimension —- memorability. 
So in 1916 Warp Publishing Co. was 
founded to publish Review-Work- 
books which supplemented the usual 
textbooks with suggested exercises, 
examinations, etc. At first only the 
basic studies, such as history, arith- 
metic, languages, were covered, but 
as the years went by more and 
more subjects were covered until 
today practically everything taught 
in grade school has a Review-Work- 
book to help students remember 
more. Some 50 different classifica- 
tions. 

All the books have been written 
by experienced teachers devoted to 
the memorability theory. They are 
constantly being brought up-to-date. 

Minden is a small town of 2,120 
souls on the plains of Nebraska. All 
the people who work at Warps are 
town folks. All of the business which 
keeps those folks employed is secured 
by mail. Oscar and his wife, Ruth. 
deeply religious people, ran the mush- 
rooming business from 1916 until 
1956, when he died. and Ruth de- 
cided to “retire.” Paul by that time 
had finished his education and a 
stint in the Army, and was ready and 
willing to take over. 

The first printshop was a small 
building in the rear of the Warp 
home . . . with one press. In 1935 
the company had to move to a large 
brick building near the town square: 
additions have been made since Paul 
took over. The plant now occupies 
10,000 square feet on the ground 
floor with 3,000 extra square feet in 
the basement used for storage of 


printed books to-be-processed 
paper. Picture of plant shows a most 
modern set-up—long row of Miehle 
vertical presses, linotypes, Kluge job 
presses, Cleveland folders, book 
presses, Seybold trimmers, Christen- 
sen gang stitchers, Bunn tying ma- 
chines, Pitney-Bowes sealers and 
meters. A big-city set-up in a small 
town. 

The Warps have never used sales- 
men. Oscar Warp was one of the first, 
if not the first, to sell entirely on 
“faith.” His friends predicted he 
would go broke . . . but he insisted. 
He required no money in advance. 
He allowed teachers ten days to ex- 
amine the Workbooks and use them 
in their classes . . . then keep them 
or return them as they chose. 

It’s practically impossible to illus- 
trate this case history, because most 
of the outgoing literature is in the 
form of well printed, informative 
catalogs. A few low-pressure letters 
are used . . . like this one: 


Dear Friend: 
Wart Grearer Privicece Hatu One 
Tuan To Serve His Fectowman? 


As a teacher of our youth, it is your 
privilege to shape the destiny of human 
lives, communities, and the nation. Yours 
is the privilege to bring to all with whom 
you associate the highest of all teachings 
a great love for God and country and fellow- 
man; the highest of ideals, humbleness, and 
charity; a respect for co operation—may 
you never lose sight of that prerogative. 

During the past forty years, it has been 
the privilege of the Warp Publishing Com. 
pany to lend a helping hand to teachers 
and students throughout the land with our 
publications—WARP'S REVIEW-WORKBOOKS 
and numerous goodwill booklets of poems 
and inspirational thoughts. 

We know that the thousands of educators 
whom we have known through the years 
by way of correspondence will be interested 
in seeing our plant by way of story and 

(Continued on Page 41) 
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e BLACK INK ON WHITE PAPER 


3. BLACK INK ON COLORED PAPER 


4. COLORED INK ON WHITE PAPER 


Which of these four pieces has the greatest attention value? 


NATURALLY, you'll say No. 2 because it’s the most 
colorful. 

Yet the difference in the cost of producing these 
four pieces is negligible. Colored inks cost little more 
than black inks; colored papers cost only a little more 
than white papers of equal quality. 

So, here’s an idea which, applied to any press run, 
can result in great economy, actually giving a two- 
color effect with one-color printing. 


THE BECKETT PAPER COMPANY 


Why not make your next one-color job a “two-color” 
job by specifying one of the many beautiful colors 
available in the Beckett line? 

Ask a nearby distributor (see other side) for samples 
of Beckett colored papers—offset, vellum, text and 
cover. Or, write for free copy of our demonstration 
packet——‘‘How to Put Color Into Your Printing’; con- 
tains 12 samples of actual pieces printed in colored ink 
on colored paper. 


Makers of Good Paper in Hamilton, Ohio, Since 1848 


* 
° 
l CC COLORED INK ON COLORED PAPER 


ALABAMA 
Graham Paper Company 
Sloan Paper Company 
Partin Paper Company 


ARIZONA 
Butler Paper Company 
Graham Paper Company 
Zellerbach Paper Company 
Graham Paper Company 


ARKANSAS 
Roach Paper Company 
Western Newspaper Union 


CALIFORNIA 

Zellerbach Paper Company 
Zetlerbach Paper Company 
Butier Paper Company 
Zellerbach Paper Company 
Zellerbach Paper Company 
Butler Paper Company 
Zellerbach Paper Company 
Pacific Coast Paper Company 
Zellerbach Paper Company 
Zellerbach Paper Company 


COLORADO 
Butler Paper Company 
Graham Paper Company 
Butler Paper Company 


CONNECTICUT 
Carter Rice Storrs & Bement. Inc 
Henry Lindenmeyr & Sons 
Carter Rice Storrs & Bement. inc 
Henry Lindenmeyr & Sons 


DISTRICT OF COLUMBIA 


Birmingham 
Birmingham 
Mobile 


Phoenix 
Phoenix 
Phoenix 

Tucson 


Little Rock 
Little Rock 


San Diego 
San Francisco 
San Francisco 

San Jose 


Denver 
Denver 
Pueblo 


Hartford 
Hartford 
New Haven 
New Haven 


The Barton. Ouer & Koch Paper Company 


Stanford Paper Company 


FLORIDA 
Jacksonville Paper Company 
Evergiade Paper Company 
Central Paper Company 
Capital Paper Company 

Tampa Paper Company 


GEORGIA 
Sioan Paper Company 
Whitaker Paper Company 
Macon Paper Company 
Atiantic Paper Company 


ILLINOIS 
Butler Paper Company 
James White Paper Company 
J. W. Butler Paper Company 


INDIANA 

Butler Paper Company 

C P. Lesh Paper Company 
Butler Paper Company 

The Central Ohio Paper Company 
The Chatfield Paper Corporation 
C. P Lesh Paper Company 

Mid States Paper Company 


} W. Butler Paper Company 
Western Newspaper Union 
Weber Paper Company 
Western Newsparer Union 


KANSAS 
Butler Paper Company 
Graham Paper Company 


KENTUCKY 
Graham Paper Company 
Lourswille Paper & Mfg 
Rowland Paper Company 


LOUISIANA 


Butler Paper Company 
Graham Paper Company 
Western Newspaper Union 


Jacksonville 
Miam: 
Orlando 
Tallahassee 
Tampa 


Atlanta 
Atlanta 
Macon 
Savannah 


Chicago 
Peoria 


Evansville 
Evansville 
Ft Wayne 
Indianapolis 
Indianapolis 
Indianapolis 
Terre Haute 


Cedar Rapids 
Des Moines 
Dubuque 
Sioux City 


Wichita 
Wichita 


Loursviile 


Louisville 
Louisville 


New Orleans 
New Orlean 
Shreveport 


This is BECKETT OFFSET, White, Regular Wove, M.F., 80 Ib. 
Green, Canary, and Blue; and in a variety of embossed finishes, 50, 60 and 70 Ib. weights. 


MAINE 


Carter Rice Storrs & Bement. in Augusta 
MARYLAND 

The Barton. Duer & Koch Paper Co Baltimore 

Stanford Paper Company Baltimore 
MASSACHUSETTS 

Carter Rice Storrs & Bement. inc Boston 

Lindenmeyr Paper Co | Boston 

Carter Rice Storrs & Bement. inc Springfield 

Carter Rice Storrs & Bement. inc Worcester 
MICHIGAN 

Butler Paper Company Detroit 

The Union Paper & Twine Company Detroit 

Central Michigan Paper Company Grand Rapid 

The Union Paper & Twine Company Jacksor 
MINNESOTA 

Carpenter Paper Company Duluth 

Butler Paper Company Minneapo 

Graham Paper Company Minneapolis 

Inter City Paper Company Minneapolis 

Paper Supply Company Minneape 

inter City Paper Company St Paul 
MISSISSIPPI 

Graham Paper Company Jackson 
MISSOURI 

Butler Paper Company Kansas City 

Graham Paper Company Kansas City 

Butler Paper mpany St Lou 

Graham Paper mpany St Lo 

Butler Paper Company Springfield 
MONTANA 

Western Newspaper Union Billings 

Yellowstone Paper Company Billings 

Ward Thompson Paper Company Butte 
NEBRASKA 

Western Newspaper Union Lincoln 

Field Paper mpany Omaha 

Western Paper Company Omaha 
NEW JERSEY 


Henry Lindenmeyr & Sons Hillside 


NEW MEXICO 


Albuquerque 
Albuquerque 


Butler Paper Company 
Graham Paper Company 


NEW YORK 
The Hudson Valley Paper Company Albany 
The Alling & Cory Company Buftalo 
The Union Paper & Twine Company Buftalo 
The Alling & Cory Company New York City 


Miller & Wright Paper Company 
Division of The Alling & Cory Co New York City 


Bulkiey Dunton & Company New York City 
Henry Lindenmeyr & Sor New York City 
Marquardt & ympany ir New York City 
Nelson Whitehead Paper Corp New York City 
The Alling & Cory Company Rochester 
The Alling & Cory Company Syracuse 
Troy Paper Corporation Troy 
The Alling & Cory Company Utica 


NORTH CAROLINA 


Henley Paper Company Asheville 
Caskie Paper Compasy Charlotte 
Charlotte Paper Company Charlotte 
Henley Paper Company High Point 
Epes Fitzgerald Pape ompany Raleigh 
Ralergh Paper Company Raleigh 


NORTH DAKOTA 


Western Newspaper Union Fargo 
OHIO 
The Chatfield Paper Corporation Cincinnat: 
The Cincinnat: Cordage & Paper Co Cincinnat: 
The Diem & Wing Paper mpany ncinnats 
The Whitaker Paper Company Cincinnats 
The Central Ohio Paper Company Cleveland 
The Union Paper & Twine Company Cleveland 
The Centrai Ohio Paper Company Columbus 
The Central Ohio Paper Company Dayton 
The Cincinnati Cordage & Paper Co Dayton 
The Central Ohio Paper Company Toledo 


These leading merchants sell BECKETT PAPERS 


OKLAHOMA 
Graham Paper Company Oklahoma City 
Beene Paper Company Tulsa 
Tayloe Paper Company Tulsa 
OREGON 
Fraser Paper Company Portland 
West Coast Paper Company Portland 
PENNSYLVANIA 
Garrett Buchanan Company Allentown 
Lehigh Valley Paper Corporation Allentown 
The Alling & Cory Company Harrisburg 
Bock Paper Company Harrisburg 
Garrett Buchanan Company Lancaster 


Philadelphia 


Garrett Buchanan Company 
C Philadelphia 


L Ward Company 


The Alling & Cory Company Pittsburgh 
The Chatheld & Wood o of Pa Pittsburgh 
Garrett Buchanan Company Reading 
Elm Paper Company Scranton 
RHODE ISLAND 
Carter Rice Storrs & Bement tn Pawtucket 
SOUTH CAROLINA 
Epes Fitzgerald Paper mpany olumbia 
Paimetto Paper Company Columbia 
SOUTH DAKOTA 
Sioux Fails Paper Company Sioux Fails 
Western Newspaper Union Sioux Falls 
TENNESSEE 
Graham Paper Company Chattanooga 
Sloan Paper Company Chattanooga 
The ( nnat: Cordage & Paper Co Knoxville 
Graham Paper Company Knoxville 
Graham Paper Company Memphis 
Graham Paper Company Nashville 
TEXAS 
jraham Paper Company Amaritio 
Graham Paper Company Dallas 
Southwestern Paper Company Dallas 
Graham Paper Company El Paso 
Southwestern Paper Company Ft Worth 
Graham Paper Company Houston 
Southwestern Paper Company Houston 
Graham Paper Company Lubbock 


Graham Paper Company San Antonio 


UTAH 
Western Newspaper Union 


Salt Lake City 


VIRGINIA 
Caskhie Paper Company in Lynchburg 
Epes Fitzgerald Paper ' Norfolk 


Richmond 
Richmond 


Epes Fitzgerald Paper 


B W Wilson Paper Ce 


WASHINGTON 
West Coast Paper Company Seattle 
McGinnis Independent Paper Spokane 
A'lied Paper Company Tacoma 


WEST VIRGINIA 


Copco Papers inc Charleston 
The ncinnat: Cordage & Paper Co Huntington 
WISCONSIN 
Standard Paper Company Appleton 
Steen Macek Company Green Bay 
Standard Paper Company Madison 
Bouer Paper Company Milwaukee 
Standard Paper Company Milwaukee 


Standard Paper Company Wisconsin Rapids 


EXPORT AGENTS: 


Bulkiey Dunton Paper Co SA New York City 
Castex Paper Export Co New York City 
Champion Paper Corporation SA New York City 
Sitleb. Inc New York City 


Pamco Incorporated San Francisco 
CANADIAN AGENTS: 
Clark Papers, Ltd Caigary. Alberta 
Smith. Davidson & Lecky, Ltd 
Calgary and Edmonton. Alberta 
T B Little Papers. Ltd Montreal, Quebec 
McFarlane Son & Hodgson. Ltd. Montreal, Quebec 
Whyte Hooke Papers, Ltd Toronto. Ontario 
Wilson-Munroe Company Ltd Toronto, Ontario 
Coast Paper Company. Ltd Vancouver. B C 
Mid West Paper Sales, Ltd Winnipeg. Manitoba 


Also furnished in Pink, India, Buff, Gray, 


“4 
; 
* 
; 
ta 
x 
Emeryville 
Los Angeles 
oe: 
any 
Chicago 
4 
ba 
. 
| 
. 


When the banker had finally received all the 
mailings, and inserted all the tiles, this is 
what he had. To see it in color, take another 
look at the cover of this magazine. 


NE of the most urgent problems 

faced by direct mail users is that 
of where their next idea will come 
from. The question most frequently 
asked when one has seen a particular- 
ly effective campaign is: “How can | 
think up something like that?” In- 
variably, when an outstanding crea- 
tive progam is described, onlookers 
want to know where the idea came 
from. 

[here is no pat formula for crea- 
tivity in advertising, just as there is 
no formula for good literature or 
painting. A creative instinct is born 
in some people, but in most cases 
this talent is the result of many years 
of learning and relearning. There's 
some truth in the saying. “There is 
nothing new under the sun.” Every- 
thing has its roots in something that 
has gone before, perhaps not identi- 
cally, but with a similarity of basic 
idea. Creativity is that element which 
can rework the “old” idea or the 
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a case history of the birth and development of a 
promotion for IBM data processing field salesmen 


“bad” idea into something fresh and 
Most people can develop 
this talent. Among the requirements 
are curiosity, observation and the 
relating of ideas to one’s own product 
or service. 

In this article. we will attempt to 
take you step by step trough the 
creation and production of one cam- 
paign — an elaborate campaign — to 
the presidents of the 500 largest 
banks in the country, which demon- 
strates originality, showmanship and 
clear promotional thinking. 


Birth of the Idea 


All sales promotion campaigns for 
the banking field are initiated at the 
behest of the Manager of Banking 
and Finance of IBM’s Data Process- 
ing Division. He. along with the 
advertising manager, determines the 
market and the budget. 

Last year, the manager's plan was 

promote the “total systems” con- 


exciting. 


cept of IBM’s complete, fully  inte- 
grated data processing systems for 
the banking industry. While competi- 
tors were also offering data process- 
ing programs, IBM wanted to create 
the total systems image. It was this 
point that was to be gotten across. 
With the need established, the prob- 
lem was taken to IBM’s direct mail 
agency. the Buckley Organization, 
Inc., in Philadelphia. 

The early discussions between the 
creative staff at Buckley and IBM 
executives established several factors. 
The campaign must have several 
parts, with a number of consecutive 
mailings. This would sustain interest 
in the subject over a longer period 
and provide opportunity to make im- 
portant sales points individually. It 
must also be of sufficient dignity. 
quality and imagination to reflect a 
favorable image of IBM Data Proc- 
essing to this top level audience. 


(Continued) 
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In the early creative sessions with 
IBM’s advertising manager, attention 
was focused on the development of 
a theme around which a campaign 
could be built. In the course ef this 
collective effort there emerged a para- 
phrase of the “total systems” concept 
of the equipment being promoted. It 
was simple and eminently useful, be- 
cause it communicated the concept 
quickly and lent itself to effective 
visualization, The theme—*“With IBM 
you get the complete picture” —caught 
everyone's imagination at once. And 
around these seven words began to 


Blanks for the 
me. Letter, fold- 
direc- 
Bed 


The second mailing piece, 
typical of the five follow- 
vp mailings. in- 
cluded the laminated tile, 
plus interesting back- 
ground on the Arabic 
culture and significance 


grow a “picture” idea in a continu- 
ing series of mailings. 

One idea considered was a set of 
prints (suitable for framing) to be 
mailed one at a time. This was re- 
jected because of the difhiculty of 
finding picture subjects of general 
interest to all 500 bankers. Another 
possibility was art-work cut into a 
jigsaw puzzle for continued mailings. 
When the last piece arrived the presi- 
dent could assemble the “complete 
picture.” Though nearer the: desired 
format, this was still too elementary 
and usual. Eventually. they decided 
on a single piece-work picture. simi- 
lar in principle to stained glass win- 


McCown, produc- 
for The Buck- 
ization on this 
Mect, tussles with 


would receive the framework, and the 
first part of the picture, and then 
successive mailings would bring the 
other parts. The finished work would 
carry out the “complete picture” 
theme, but also would be an object DD 
d'art worthy of display in a bank 
president’s office. The life of the 
piece, then, would depend on the 
beauty of the art and quality of the 
frame. 

Buckley assigned the design of the 
“picture” and all the supporting units Oe 
of the campaign to Mel Richman, Ine. ye 
They suggested an assembly of col- 
orful translucent tiles of a modern 
narrative idiom, in a fine wood frame. 
It was designed so that it could be 
either hung on a wall or placed on 
a window sill free standing 
mural. Both agency and client ap- 
proved the basic idea, but both felt 
it should be taken one step further. 
To be most effective. it was felt, this 
piece should have a useful function 
in addition to its decorative purpose. 
Modifications in the original idea ey 
were made to make the picture usable 
as a letter or serving tray. The ve- 
hicle now measured up to all the 
campaign requirements. It was unique. 
unavailable from any other source. 
beautiful. useful and representative 
of the “complete picture” theme. 

Buckley Vice President Spence 
Meschter was assigned to the creative 
development of what by now every- 
one referred to as “the picture pro- 
gram.” Working in close harmony 
with the client’s own creative people. 
an integrated “package” of research. 
copy and art began to take shape. 

Steve Lewis of the Mel Richman 
group designed a number of frames. 
each in keeping with the Arabic in- 
spired art. As a result of further 
client - agency - studio ap- 
proval was given on a rich walnut 
frame with curved sides uniquely de- 
signed to permit use of the frame as 
a tray without the addition of tiles 
as the campaign progressed. 

The next step was the creation of 
the art to be used in the picture and 
also for the follow-up mailings. The 
requirements, as seen by both the 
agency and IBM. were that the art be 
modern, but not overly abstract. and 
that there be a definite tie-in’ with 
the American Banking Association's 
acceptance of the of character 
and sensing check reading equipment. 

An immediate relationship came to 
mind, Banking throughout history 
has depended upon the use of the 
Arabic numeral system. and now 
character sensing equipment employs = 
modifications of these same figures 
for their electronic reading devices. 
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Jacob Landau, an artist well known 
for his work in both commercial and 
the fine arts, was commissioned to 
create the painting. To assist him in 
the selection of subject, and of its 
treatment, as well as to lend authen- 
ticity to the overall creative concep- 
tion, the aid of Kenneth D. Matthews, 
Director of Education at the Univer- 
sity Museum, University of Pennsyl- 
vania, was enlisted. Mr. Matthews is 
well versed in Arabic history and 
culture, and qualified to assure both 
graphic and historical accuracy of 
the work. 

Mr. Matthews was asked to deter- 
mine the six most important aspects 
of the Arabic culture which intro- 
duced the numeral system to the 
West. These he described as: art, 
literature, education, religion, mathe- 
matics and architecture. These six 
aspects in turn were then correlated 
with the outstanding features of 
IBM’s service: communication, adap- 
tability, reliability, experience, spe- 
cialization and education. One of 
these aspects was assigned to each of 
e six tiles, thereby fulfilling the need 
‘ for step-by-step mailings, and_ still 
maintaining a natural cultural devel- 
Mg opment of ideas. 
pes Within this frame of reference, 
Mr. Landau began work on the paint- 
ing, using the museum and reference 
books for guides to artwork, The 
work would be in the modern idiom, 
but incorporate symbology of the 
Arabic era as described to him by 
Mr. Matthews. The copy, also with 
the guidance of Mr. Matthews, was 
developed together by the creative 
staffs of both IBM and the agency. 


Problems 


While the problems of planning 
had been challenging and exacting. 
the problems of actual production 
and mailing were to severely test the 
ingenuity and patience of both the 
Buckley production department 

(headed by V. P. Frances E. Me- 
Cown) and. therefore, the client as 
well. 

One of the first steps was to find 

» a skilled cabinet maker able to hand 
craft 500 black walnut frames 
each exactly alike. For while the re- 
movable slide in the end of each 
frame fitted only that frame, the tiles 
must be interchangeable, Even a frac- 
tional change in tolerance might 
mean the banker-prospect would not 
be able to add tiles to his tray as they 

. arrived. Dahl Woodworking. a Phila- 

delphia firm of third-generation cab- 
inetmakers. was chosen, 

To reproduce the many brilliant 
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colors of the original design for this 
short run, the art was silk screened 
on a hand-made Japanese rice paper 
called Kinwashi from the 8 overlays 
prepared by artist Landau. Unfortu- 
nately, early tests showed that stand- 
ard inks on this stock splotched and 
ran, and the paper tended to shrink 
and stretch. To overcome this, a 
chemist was engaged to develop spe- 
cial inks for maximum non-running 
translucency, colors that would be 
permanent to light and compatible 
with the lamination to come. 

If the paper proved troublesome 


for printing, it was equally challeng- 
ing to cut. The fibrous, spongy rice 
paper could not be cut on a standard 
paper cutter with any accuracy. To 
overcome this obstacle a special die 
was made, shaped something like an 
ice-cube tray, and the sheets were cut 
one at a time. 

While the testing and working on 
the picture was in progress the mail- 
ing cartons were tested and con- 
structed, material for the other mail- 
ings set and printed, and the mailing 
lists checked and rechecked. 

Still, the major crisis was yet to 
come. Originally it had been planned 
to embed the paper between sheets of 
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The plexiglass proved to 
have a troublesome at- 
traction for lint, so each 


>> 
+ 6” 
| 
= 
le 
| 
4 
A 
4 
- 
: 


fiber-glass, since fiber-glass would 
withstand heat and cold and aid the 
functional use of the tray. However, 
a completed dummy showed that the 
fiber-glass was too opaque and didn’t 
reveal the gem-like quality of the 
colorful tiles to full advantage. Fi- 
nally, it was decided to laminate the 
rice paper squares between sheets of 
acetate, a completely transparent 
medium which would not detract 
from the full impact of the color. 
With a milk-white Plexiglas under- 
panel and the overlay of clear Plexi- 
glas there was sufficient strength to 
permit a wide variety of uses. 


Deadline Approaches 


With the deadline approaching, 
the production problems had appar- 
ently been ironed out, and the picture 
was a 99% reality. But then there 
cropped up a myriad of post-produc- 
tion problems. 

For instance, it was discovered 
that the Plexiglas and glass overlays 
on the picture had an attraction for 
lint. No sooner was the picture as- 
sembled than it was covered with lint. 
Static electricity was the culprit, so 
each piece had to be sprayed with 
a de-stating agent. However, when 
the point of packaging arrived, it 
was discovered that the pictures were 
again picking up bits of shredded 
paper, in which it was being cush- 
ioned for protection. This was re- 
solved by enclosing each picture in 
its own individual plastic bag, a pro- 
cedure which, incidentally, greatly 
enhanced the presentation appearance 
of the picture. 

A personalized letter from F. G. 
Rodgers, Data Processing Division’s 
Manager of Banking, accompanied 
this first mailing. It explained the 
purpose of the campaign and set the 
stage for the five following mailings 
complete the banker’s picture. 
Each of these consisted of the tile 
and a beautiful gold-printed folder 
presenting the story of the tile and 
tastefully promoting one of the fea- 
tures of IBM’s service. 

Consistent with the first-class treat- 
ment of every aspect of this bankers’ 
campaign, delivery of each element 
was worked out to a “T.” The com- 
pleted first mailings were deeply 
boxed in shredded paper and shipped 
by Emery Air Freight. by truck and 
by special messenger on a schedule 
calculated to effect delivery simulta- 
neously across the country. The five 
follow-up tiles were mailed, first class, 
and initiated on a staggered program 
for arrival “on schedule.” 


Incredible Results 


William A. England, in charge of 
direct mail for the Data Processing 
Division, reports that to date, of the 
500 bank presidents who received the 
IBM Arabic picture, more than half 
have written unsolicited letters of 
commendation and approval to IBM. 
These are letters from men who could 
easily afford to buy dozens of these 
trays, and who are under constant 
pressure in their work. They have 
little time to read business mail, per- 
haps even less time to acknowledge 
the receipt of a promotional cam- 
paign. And yet the majority of them 
did just that. 

Moreover, IBM’s field salesmen 
have been highly enthusiastic about 
the “Complete Picture” promotion 
and have gained entry to many new 
doors. Because the list was limited to 
the bank presidents, other interested 
bank personnel could not be included 
on the list. Therefore, salesmen were 
supplied with actual size reproduc- 
tions of the art which they gave away 
as they chose, to those who had not 


The IBM Picture 
Campaign went 
further than just 
the five hundred 
who received the 
tray. Chief officials 
of the larger banks 
and presidents of 
less-likely custom- 
er-banks received 
a full color repro- 
duction of the 
tray design, com- 
plete with explan- 
atory notes. De- 
sign was suitable 
for framing. 
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received the picture. Many who re- 
ceived these silk-screened reproduc- 
tions (same size as the picture) 
framed them for their offices. 

This was an elaborate campaig 
to be sure. But it must be remem- 
bered that IBM is a leader in the 
electronics field and has a position 
to maintain, a quality of excellence 
to uphold. This “complete picture” 
campaign must be considered not 
only as business promotion by mail, 
but also as institutional advertising. 
The sale or leasing of a complete 
IBM data processing system to only 
one bank on the list would more than 
justify this program. 

We've pointed this out before, but 
we'll say it again. The cost of your 
promotion is relative to the cost and 
profit involved with the item you are 
selling. You wouldn’t spend $20 a 
name to sell a $5 book, of course, 
but by the same token you wouldn't 
use posteards to sell a valuable art 
collection. In mailing, cost must be 
considered in the light of anticipated 
effect. 
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Were you scared? And how! But you 
were going to ride that bike no matter 
how many hours—and bruises—it took. 

And then it happened. 

Your father let go and you were on 
your own. You stopped wobbling. You 
picked up speed. And you were riding, 
riding, riding! Down the block. Past your 


tastes 
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friends. You, your bike—and your pride. 

That buoyant sense of pride is still 
with you. Didn't you feel it when that 
last job came off the press looking like 
a million bucks? 

And don't you think we feel it, too, 
knowing that our good papers help make 
your good printing possible? 
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Lithographed on a 52 x 77 Harris 4 color press 30 up at 4,000 
IPH. Color sequence was yellow, red, blue, black. Press plates 
were deep etch aluminum from 175 line screen positives 
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NE look at the mailings pieces 
and you could tell this was 
going to be a real flop. 

The entire mail order campaign 
consisted of two letters mailed within 
a month. The letters were not-neatly 
processed on inexpensive yellow pa- 
per by spirit duplication. The 
machine operator didn’t know his 
onions because the printing cylinder 
kept picking up double images, and 
smearing the reverse sides of the 
sheets. The layout and art work were 
not Madison Avenue. There was no 
business reply card, not even an 
addressed envelope. 

But poorly reproduced or not, this 
venture was a resounding success. 
For an initial investment of $260.00 
for two letters mailed to a list of 
2,000 (including postage costs), this 
shrewd businessman received a gross 
of $60,400—almost 25 times 
his investment. 

The secret of his success? Those 
same old mail order principles of 
product, list, offer, and copy. 

What was the product? The item 
offered in this unusual promotion 
was a book of dance studio forms. 
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REPORTER’S NOTE: Academy awards 
aren't always fair. In 1948 top contenders for acting 


honors were Laurence Olivier for Hamlet and Clifton 
Webb for Sitting Pretty. Both wonderful, but you can’t 
compare them. Same is often true for direct mail. Eye- 
catching spectaculars like the IBM picture campaign 
have a job to do, and so do the unglamorous ugly 
ducklings, like the campaign described on these two 
pages. No, George Ballas’ letter will never win a beauty 
contest, but we wonder what would happen if they gave 


These forms enabled the manager 
of a dance studio to keep a running 
check on the activities of every in- 
structor and pupil enrolled. It gave 
him an accountant’s eye view of 
almost every operation at his studio, 
including costs and returns, and 
made it possible to keep his finger 
on every activity at the studio. And 
what’s more, these forms were ex- 
tremely easy to use. 

The creator of these forms is Mr. 
George C. Ballas of 5614 Alameda, 
Houston, Texas. Mr. Ballas is re- 
gional director and owner of dance 
studios in five states. The forms de- 
veloped because he needed them in 
his own operation, then reasoned 
rightly that other dance studio op- 
erators would have a need for them. 

The list was simply dance studio 
managers or owners. List was slightly 
over 1,000 names. He _ eliminated 
responders after first mailing, and 
sent second letter to the balance. 
Total letters mailed was 2,000. 

The offer was a manual containing 
report forms, record forms, and stu- 
dent and teacher information guides. 
The price was $20.00 payable with 


out prizes just for results. 


order and with a 7 day money back 
trial guarantee. 

The copy related directly to the 
dance studio owners and their prob- 
lems. Tone was hard-sell, words 
sharp and to the point. On the letter 
Ballas gave his name as Gregory 
Ballard, since he didn’t want to dis- 
courage competitor dance studios 
who might be hesitant about buying 
from him. 

It’s sometimes said that direct mail 
is like a three-legged stool—predi- 
cated on list, copy and format. In 
this case the format was a dreadfully 
dismal display of homemade printing. 

But it didn’t stop Ballas from 
realizing over 320 orders from his 
basic list of 1000+, or over a 33% 
response on a $20.00 item. @ 


ENTIRE LETTER ON NEXT PAGE 
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SUCCESSFUL MAIL ORDER 

I This corny looking three page 
letter sold its head off. It was 

printed on yellow stock with three 

spirit duplicator colors . . . red, green 

and blue! As we've said, it would win 

no beauty contest, but it certainly must 

have been a standout in the 

cipients’ morning mail. This kind of “attention 
getting” plus great, strong copy 

extolling a much needed service, made 

this effort a real winner. 


on AND STUD 
TUDY TRE — 
| 
ae 
| 
| 
wHaT 
‘ 
yo 
4 


NE of my friends, who happens 
to be an architect, is kind 
enough to save all his third class 
mail for me. The letter from Ever- 
green Slate Company was in the last 
bundle of loot. I misplaced the folder 
that accompanied it so wrote and 
asked for another. 

It arrived quickly but without a 
covering letter of any kind. For all 
they knew I may have been consider- 
ing a slate roof installation—surely 
my letter appeared to be an oppor- 
tunity to sell slate to an architect's 
‘lient and they missed the oppor- 
tunity. However, considering — the 
letter this firm sends to architects. 
they may do better when they send 
the folder only. 

There are many things wrong with 
his letter, technical things like print 
nstead of typewriter type. no sig- 

nature, the unimaginative salutation 
and the silly statement on the letter- 
head, “All agreements contingent 
upon strikes, accidents, blah, blah. 
blah.” Such legal-beagle statements 
may be O.K. in contracts but there 
is no excuse for them in sales litera- 
ture. Lawyers symbolize trouble to 
the average man so let’s keep them 
in the back room until the sale is 
made. 

But these are details. The letter is 
useless because it says nothing and 
sells nothing. It speaks of slate as 
though this firm created it. There is 
no attempt to romance the product 
yet it is the romance, beauty and 
permanence of slate that will sell it. 
even to architects, especially to archi- 
tects who are artists at heart. 

There is no product so dull and 
commonplace that it cannot be made 
interesting. It is just that kind of 
product that needs digging for in- 
formation to present its 
aspects to the reader. 

While the Evergreen Slate Com- 
pany no doubt knows all about slate. 


unusual 


the average reader does not. not even 
rchitects. It is evident that this com- 


pany knows a lot about its product 
because most of the facts presented 
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by PAUL BRINGE 
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SELL-ective 

METAL WORKING 
INDUSTRY 


Now available! Direct Ma 


products, etc. . . . S.I.C. selection! 
want to reach! Select the area 


16237 Meyers Rd. 
Phone: UNiversity 3-5811 


plants . . . machine tool users, stamping and fabricating plants, 
foundries, structural steel fabricators, manufacturers of finished metal 


speedy postal handling and delivery! Catalog describes complete service. 
Active Circulation Procedures Assures Accuracy & Vitality of Lists 
Write or Phone for Your FREE Copy 


DIRECT MAIL DIVISION OF — 
Industrial Machinery News 


Detroit 35, Mich. 


Your Sales 


Sell To The Dynamic 


METALWORKING 
| INDUSTRY 


il lists covering all types of metalworking 


Choose the type and size plants you 
you wish to cover! All lists are zoned for 


Direct Mail and Mail Order 


COPY 


@ thot mokes SENSE 
@ thot makes SALES 
@ that makes BUYERS wont 
to do business with you 
Write me about your plens 
or problems 


All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of industry 
Awards .. . Dartnell Gold Medal... 
Editor of IMP, “The world’s smallest 

house orgen” 


PHOTO POST CARDS 


Small or large quantities within 7 to 10 days 
from original photos or negatives. Also post 
cards in full color, 1,000 upwards within 6 
to 8 weeks from original transparencies. 
Write, wire or phone for samples and com- 
plete prices. 
GROGAN PHOTO Co. 

Dept. D. M. 1 ° Danville, Illinois 


YOU'LL FEEL LIKE A 


KING your | 
“BENNY!” 


tent St, NY. 17 
CTILL ONLY BOC word! 


* ORDER BY NAME FROM SPECIMEN 
BOOK SENT ON RECEIPT OF 25¢ 


If you MAIL to EUROPE... 


Consider the economy of having your 
printing and mailing done on the Con- 
tinent. Newsweek, Reader's Digest and 
the New York Times have discovered 
the advantage 
Write for information—no obligation. 
Willemsparxweg 112 
DeMutator N.V. Amsterdam. Holland 


Your advertising may win a 
“Benny” —the “Oscar” of the Print- 
ing Industry. Nine “Bennies” and 
three $1000 cash awards will go to 
winners in the P.I.A. Self-Advertis- 
ing Competition. Contest closes 
September 30, 1960 
Write for rules and entry blanks! 
PRINTING INDUSTRY OF AMERICA, INC. 


5728 Connecticut Ave., N. W. 


Washing‘ on 15, D. C. 


in the rewrite came from their folder 
where they were hidden in small 
type. The rest came from the en- 
cyclopedia, an invaluable source 
book for copywriters. 

Moral for today: Your customer (i 
never buys your product. He buys 
what it will do for him in emotional 
satisfaction, pleasure, status, freedom 
from pain and a_ hundred other 
hungers, all of which are there for 
you to see if you will look upon 
yourself, 


HOW TO FIGURE YOUR 
BULK RATE POSTAGE 


A mailing lettercraftsmen, 
James Gray. Inc., 216 E. 45th St., 
New York 17, N. Y. carried a three- 
column chart showing the cost of 
third-class bulk rate postage from the 
new minimum of 2!s¢ up to but not 
including 16 ounces. The first col- 
umn is really not necessary since at 
l6¢ per pound, the ounces coincide 
with cents. (That is. 8.25 ounces 
will cost 844¢.) But the chart gives 
you computations for book or cata- 
log rates. Probably can get a copy 
by writing James Gray. Ine. 

One thing to remember: With the 
2!.¢ minimum rate, you are now 
allowed more weight per piece (2!5 


ounces}. Use extra weight wisely anc 
you may offset the increased cost.© 


DO YOU HAVE A 
MAILING AGENT 


New York public relations man, 
Milton Riback, brings up an interest- 
ing postal point which up to now had 
escaped us. 

If you use a “mailing agent” for 
a big city address, for testing or 
other purposes, you'll have a hard 
time getting rid of the set-up. 

According to Milt and a_ postal 
order of June 18, 1958 quoted by 
the New York Post Office. mail re- . 
ceived in your name by a mailing 
agent cannot be forwarded even 
though you give the post office a 
formal change of address card. The 
mailing agent must readdress and 
remail with additional postage . 
and will of course continue to charge 
for receipt and forwarding. 

In other words . . . firms who 
have once used a mailing agency 
have the choice of being wedded to 
it indefinitely. or to have future mail 
returned to sender as unknown. This 
seems to be a screwy situation which 
somebody should do something 
about. Any suggestions? 
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Cecil, Baby... 
How about Yunning 
this job on SUPER- 
DUPER , VELVET 

FINISH OFFSET? 


and that means 
ALLIED SOLAR OFFSET 


of course...its the utility 
Sheet...prints right, 


NO DOUBT ABOUT IT... 
Solar’s the utility sheet. It’s ideal for 
all types of job and commercial work. 
And remember, Solar has built-in 
production runability . .. means less 
feeding and handling problems. 


So try Solar Offset . . . find out for 


yourself—like Jerome did—why it’s 


the best sheet at a moderate price. 


LEADING MERCHANTS ACROSS THE COUNTRY NOW STOCK SOLAR OFFSET IN 
POPULAR SIZES AND WEIGHTS. CONTACT THE ONE NEAREST YOU. 


KENTUCKY 


LOUISVILLE 


ATLANTA, GEORGIA DETROIT, MICHIGAN 


Whitaker Paper Company Union Paper and Twine Company Rowland Paper Company 
BUFFALO, NEW YORK DAYTON, OHIO MILWAUKEE, WISCONSIN 
ompany Hull Paper Company Nackie Paper Company 
ubbs & Howe Paper Company GRAND RAPIDS, MICHIGAN Standard Paper Company 
CHICAGO, ILLINOIS Carpenter Paper Company 
Me Atwood Paper Company HOUSTON, TEXAS MINNEAPOLS, MINNESOTA 
WE Hobart Paper Company Houston Paper Company Butler Paper Company “= 
INDIANAPOLIS, INDIANA NEW ORLEANS, LOUISIANA 
Indiana Paper Company Butler Paper Company 
} / ) . rRICY 
Petrequin Paper Company BALAREARUO, MICHIGAN PITTSBURGH, PENNSYLVANIA 
Bermingham & Prosser Paper Central Ohio Paper C : 
é ape ompan 
COLUMBUS, OHIO Company 
Central Ohio Paper Company KANSAS CITY, MISSOURI TULSA, OKLAHOMA 
DALLAS, TEXAS In Tulsa Paper Company 
esters Paneer Comnany ertgame Paper Company 
thw n Paper Comp: ST. LOUIS, MISSOURI 
DENVER, COLORADO LANSING, MICHIGAN 3utler Paper Company 
Dixon Paper Company Weissinger Paper Company Tobey Fine Papers, In : 


This list is being expanded. lf a merchant in your area is not listed, write Allied for full information 


.A COMPLETE LINE OF 

LIED PAPER CORPOR. oN OC Colored Enamel ‘Solar EF & Eggshell 


We hope you have made your 
reservation for the 43rd Annual 
DMAA Convention to be held at the 
Americana Hotel, Miami Beach, Oc- 
tober 9 through the 13. (This is an 
unpaid, unpolitical announcement.) 

When as many as a thousand peo- 
ple get together in co.avention as- 
sembled, there’s bound to be some 
grumbling about the program, be- 
cause it is now an established fact, 
which needs no proof here, that noth- 
ing a program committee can do will 
please everybody. 

Those of you who have been at- 
tending these conventions as I have 
almost since the dawn of time, prob- 
ably have your individual gripes. I 
have mine which are herewith listed. 

If you want to voice yours, send 
them to me. If they are not too seath- 
ing, or libelous, or nasty, I'll print 
them in this department which will 
appear in the Convention issue. 

If you are a coward I'll leave off 
any reference to you personally. Or 
if you like a good scrap I'll print 
your gripes with your name and 
company afhiliation clearly noted. 

Here's an incomplete listing of 
THINGS It HOPE NOT TO HEAR DURING 
THE 43RD DMAA CONVENTION — IN 
MIAMI OCTOBER 9-13 (better get your 
reservation in while there is yet time 

advt.). 


| hope not to hear—— 

—“This letter pulled 24°0 replies” 
said by a panelist, speaker, or at- 
tendant, holding up the fifth letter in 
a series. What did the four letters 
that went before it do? Could they 
possibly have softened up the pros- 
pect, built the sale? Would letter No. 
5 alone pull that many replies? 

“A pink envelope outpulled a 
white one 3 to 1.” 

—*“Increasing postage rates will 
eventually price direct mail out of 
business.” Hogwash. Printing prices 
have been soaring for years. Prices 
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of everything we buy are up. Astute 
direct mail users know the secret is 
not in producing direct mail for less 
money, but getting more return per 
dollar spent. That means improved 
copy, presentation, better product, 
more value. 

“The term junk mail is unfair. 
There’s more junk television and 
junk newspaper advertising than 
there is junk mail.” That’s no excuse 
for some of the “amazing, stupen- 


dous” sloppily done direct mail that. 


reaches the public. Seeing the beam 
in the eye of the other media doesn’t 
reduce the mote in the DM eye. 

—"“Tve been at this convention an 
entire day and nobody has had a 
word to say about how to use direct 
mail in my business.” Every classifi- 
cation of business can’t possibly be 
covered in any one convention. But 
you can adapt what you hear about 
appeals to human beings who are 
prospects for hardware or girdles to 
your product or service, be it 
selling skin diving equipment, in- 
surance, machine tools, or baby rat- 
tles. If you are here to copy the direct 
mail of a cempetitor you're in for a 
disappointment. If you are here to 
adapt ideas, you've come to the right 
place. 

—*There’s too much mail order 
talk at this convention. I don't sell by 
mail. I want information on how to 
get inquiries for salesmen’s follow- 
up.” The things that move people to 
send money for a product are the 
same things that impel people to send 
their requests for a booklet, a folder, 
or a request that salesmen call. Both 
are selling jobs your direct mail must 
do to be successful. 

—“Why should I tell people how I 
get business with mail? They'll just 
steal my ideas and use them. A com- 
petitor might even find out my secrets 
and then where would I be?” You're 
in the wrong place, fellow. You've got 
to give a little to get a little. There 


“Reed-able Copy” 


A Morthly Clinic: Conducted by Quuille7 Rud 


are no secrets in direct mail. If you 
want to keep your ideas secret don’t 
ever mail anything to a prospect. As 
soon as you do, several thousand peo- 
ple know what you’re doing. 

—“Speeches that run longer than 
15 minutes.” 

—*Let’s cut out the cocktail party. 
It’s a waste of time.” 

—“I don’t like gimmick letters.” 
What's that got to do with the case? 
Gimmick letters have their place in 
direct mail. It’s how you use them, 
where you use them, when you use 
them, that counts. 


And then there is— 


—“Direct mail is no good. I sent 
out a thousand letters and didn’t get 
a single inquiry.” That’s like saying 
“food is no good.” I ate 3 high calorie 
meals and didn’t gain a pound. Per- 
haps you are not using direct mail 
properly. Or you’re not using the 
right kind of lists. Or your copy isn’t 
persuasive. Maybe your product or 
service isn’t one you can promote pro- 
fitably by direct mail. The fault is 
not with direct mail. The fault is with 
your use of it. 

—*Humor has no place in direct 
mail. Doing business is serious. Our 
letters are serious. The light touch is 
frivolous.” You're generalizing. You 
might try the light touch in one of 
your letters if you believe making 
friends with your mail leads to easier 
sales. You may not personally like 
the light touch—you may think it is 
too frivolous—but you’re not selling 
YOU. You're selling other people. 
Try it before you get set in your con- 
clusions. 

—“Anything that can be sold can 
be sold by mail.” Yes, it can. But re- 
phrase that statement to read, “Any- 
thing that can be sold can be sold 
profitably by mail.” That’s a horse of 
another color. Direct mail is not a 
mass medium. It’s the selective way to 
go after orders, inquiries, or create 
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FINE QUAL L 
CALL FOR SERVICE, SPEED, EC 


DOOLITTLE & CO., INC. 


320 N. Dearborn St. 


ESTABLISHED 1920 


sshes foe a HAPPY nobway! 


iTY OFFSE 


ONOMY 


Photo-Offset Printing 
Offset Plate Making 
Planographing 


6-8 W. 20th Street Plastic Mechanical Binding 


New York 11,N_Y 
CHelsee 2.6092 


All Bindery Services 


40 YEARS EXPERIENCE 


HOLIDAY 


“IDEA” LETTERHEADS IN FULL COLOR 


No obligation! 


CLIP BOOK of LINE ART 


YOURS FOR 30-DAY FREE EXAMINATION 


Try it in your own office for 30 days! Puts pro- 
fessional flavor into low-budget paste ups . . . 
saves time and money. Used by ad agencies, art 
studios, printers and industry. Dozens of top 
quality line drawings every month. Ready to 
use just clip and paste! Just jot a memo on 
your company letterhead: “Send me the current 
“Clip Book of Line Art” on 30-day approval.” 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 3- NEw VERSEY 


BRAND NEW 
CURRENT ICCUE 


SPEED TYING OF OUTGOING MAIL 


SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
plication. Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. $ to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from. LET FELINS CUT YOUR 
MAILING COSTS. WRITE FOR CIRCULARS AND 
PRICES NOW. 


lwaukee 


goodwill. 

—“Write as you talk.” Be careful 
of this bromide. A letter that starts, 
“Good morning. Mr. Jones .. .” might 
arrive in the afternoon. Follow Max 
Ross’ advice. “Write as you talk if 
you could edit what you say before 
a prospect hears it.” 

“A benefit opening will pull 
more orders or inquiries than a nar- 
rative opening.” Perhaps you've ar- 
rived at that conclusion after testing 
the two openings on a mailing to a 
split list, there being no other variable 
in the letter. Even then. what works 
best for you won't necessarily work 
best for the other fellow. 


Memo from Mathany 


I asked Larry Mathany, erudite Ad- 
vertising Manager of Foote & Jenks, 
Inc.. Jackson. Michigan—down the 
road just 50 miles from Howell——for 
his ideas. 

Here's what he says: 

“It seems to me that too much time is spent 
by speakers on the elements of the cam- 
paign itself- its physical aspects— number 
of pieces captions, copy, appearance, fre- 
quency of mailings, etc.—and too little on 
the thinking, planning, reasons behind the 
campaign, Give me more about objectives 
the reasons for the particular campaign 
why they did what they did. We all have 
been guilty of extolling the merits of our 
brain-children—-and forget that the meat of 
any campaign lies in the planning pre- 
ceding production. Here's where we can all 
gain more information. Let's have none 
along the lines of ‘How to think about 
direct mail.” If a campaign is a success, 
then the prethinking charted the right 
course, and the physical part fell into line.” 

Something to think about. 


Unstuffed British quote 

Those of you who still think the 
English are lacking in a sense of 
humor, are stuffy and ultra-conserva- 
tive. in spite of my crusade to con- 
vince you to the contrary, take heed. 

DIRECT ADVERTISING, which is the 
counterpart of our own REPORTER, is 
moving its publication to a new ad- 
dress. This is the way the announce- 
ment was made on the contents page: 

“DA moves to new quarters—editorial ¢ 
stories enquiries for advertising—cash— 
subscriptions and requests for copies should 
now be addressed to 58 Parker Street, 
London WC2, Telephone Chancery 2929. 

“If there should be any complaints they 
can continue to be sent to the old 
address!"e 


“For the last time,” shouted the ser- 
geant, “I ask you a ede question. What 
is a fortification? 


The recruits remained silent. 
In desperation the NCO glared at what 
he thought the most intelligent-looking man 


and demanded an answer. 
“A fortification is two twentifications.” 
From: The Toastmaster, official publica- 


tion of Toastmasters International, Inc., 
Santa Ana, Calif. 
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SMALLTOWN 
SUCCESS 


(Continued from Page 24) 
pictures. The enclosed booklet “Forty 
Years of Building with Faith and Good 
Will” brings to you the highlights of serv- 
ing our fellowman for the past four decades. 
We hope that you will enjoy its message. 
And in closing, may we say to you per- 
sonally and to teachers everywhere that 
we are grateful for the high privilege that 
has made it possible for all of us at the 
Warp Publishing Company “to serve our 
fellowman” these many years. 


Cordially, 
Paul A. Warp 
Warp Pusuisuinc CoMPANY 


Most of the letters used . . . are 
personal letters between the manage- 
ment and the teachers. The Warps 
have developed their own list . . . 
which now includes some 80,000 edu- 
cators in the United States. ... Many 
are personal friends and help add 
new names to the list. 

The yearly direct mail schedule 
runs about like this: A 32-page, 6x 9 
inch catalog is mailed early in Au- 
gust to the selected teachers, prin- 
cipals, superintendents, and also to 
parochial and private schools. Title: 
“How to Add a Third Dimension to 
Your Teaching” (has the whole 
story). Contains order blank, return 
envelope and sometimes a covering 
etter. In October teachers get a good- 
will booklet. Lately it's been a book 
of poems. No selling. Just to keep 
name active. 

Number 3 mailing is the Christmas 
Messenger—first week in December. 
No sell. During last 20 years more 
than a million copies have been dis- 
tributed. Number 4 goes out early in 
the year and is another catalog 
either a repeat of August or a revise. 
There’s a fifth mailing in March— 
a definite sales pitch urging reorders 
or a start of planning for fall re- 
quirements. Last mailing on schedule 
goes out in May—-a good-will booklet 
of Treasured Verses. Teachers like 
the annual editions. Along with it 
they receive another gentle sales 
nudge. 

Paul tells us that he is soon going 
to start using more letters . . . espe- 
cially when introducing new addi- 
tions to the Workbook list. 

About his direct mail efforts, Paul 
has this to say: “There are times 
when we feel that our product needs 
hard sell, but over the years we have 
found that low-pressure. good-will 
booklets and catalogs accompanying 
them have brought in enough orders 
to keep our entire staff busy; and 
we have made a lot of friends with 
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teachers over the United States.” 


That about wraps up the story. 
Some of you might like to write and 
ask for a copy of the Christmas Mes- 
senger or a copy of the very fine 
promotion of some years back, “Forty 
Years of Building With Faith and 
Good Will.” And if you ever get near 
Minden, Nebraska . be sure to 
drop in at Warp Publishing Com- 
pany. According to all their literature 
... they love to show visitors around 
this big-city operation in a small 
town. 


Tommy, doing his homework: “Daddy, 
why is our language called the mother 
tongue?” 

Dad: “Because fathers hardly ever get a 
chance to use it.” 

From: Service and Indemnity, house 
magazine of The Canadian Fire Ins. Co., 
333° Main St., Winnipeg 1, Manitoba, 
Canada. 

Diner (looking at his rare steak): 
“Waiter, didn’t you hear me say, ‘Well 
done?’” 

Waiter: “Yes, sir. Thank you very much, 
sir. It’s seldom we get any thanks.” 

From: The Wheelco Whistle, house 
magazine of The Wheeling Machine Prod- 
ucts Co., Wheeling, W. Va. 


_ APPLIES LABELS TO MORE THAN 


Automatically feeds, cuts, glues and attaches address labels to maga- 
zines, newspapers, tabloids, catalogs and flyers. Applies roll strip 
labels, continuous pack form labels, and tape strip labels pre-addressed 
from your plate, stencil or punched card system. Even applies cut or 
individual labels! Easily adjusted for changes in thickness of piece or 


position of label. 


CHESHIRE 


INCORPORATED 


The Cheshire Model C. 


Write for 
descriptive brochure 


Dept. RDM-9 


1644 N. Honore St.* Chicago 22, Ill. 


‘SEE A DEMONSTRATION IN BOOTH NO. 28 AT 
THE DMAA SHOW IN MIAMI, OCTOBER 9-13 
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get the 
professional 
approach 


your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, the professional 
creators and producers of 
BETTER direct mail, write to: 


mail advertising 
service association 
INTERNATIONAL 


18120 James Couzens Hghy. 
Detroit 35, Michigan 


by James McAdam 


TARTING a series of columns 
about house publications is like 
winking at a pretty girl in a pitch- 
black room. You know what you 
want to get at, but she doesn’t. So 
at the risk of being as dull as a chap- 
ter out of an Internal Revenue 
Department Tax Manual, let's stake 
out, as wel! as we can, just what 
future discussions in this space will 
be about. 
“House Organ.” “Industrial Pub- 


lication,” “Sponsored Publication,” 


MAILERS 


Stamp 
Affixer 


— 
— 


stamp affixer that can stamp 


to operate—no wires—no elec- 
stamps at a time... in 


me a tising labels or stickers. 


re Only $40.00 plus F.E.T. 
M A LE R 5 Dealer Inquiries Invited 


Affixes actual stamps instead of 
Printed tape—for more personal- 
looking mail. A small, compact 


thousands of envelopes a day. Easy 


tricity. Can be stored in office 
desk or file. Loads rolls of 500 


denomination. Get one for regular 
mail—get one for air mail—get 
one for pre-cancelled mail—get 
one for every department. Use, 
also, to affix stamp-size adver- 


“Company Publication,” “Industrial 
Magazine”—these are but a few of 
the terms used to describe the mullti- 
tude of pieces created by companies, 
associations, and even individuals, 
and mailed by them to employees, 
customers, prospects, stockholders, 
dealers, ete. “House Organ” is the 
most commonly used term. But as 
far as we're concerned “House Or- 
gan” is as inappropriate as a Peter 
Pan collar on Jayne Mansfield. You 
call these things what you want to. 
We'll stick with “house publications.” 
Agreed? 

House publications come in as 
many different sizes and shapes as 
the delegates to a D.A.R. convention. 
Are we going to confine our discus- 


: sions to house publications of any 


— 


particular set of vital statistics? 
Heck, no! We don’t care whether 
you print your house publication on 
a post card, like our neighbor col- 
umnist, “Bus” Reed or issue it in 
Greek on 48 pages of Egyptian 
parchment bound in Morocco leather. 
As the upper fifth of the graduating 
class of a Brooklyn high school 
would say: “Buddy, size, shape, or 
production process makes no never 
mind.” As long as the piece is cre- 
ated by a company, association or 


any 


EQUIPMENT CO., INC. 
40A West 15th Street, New York 11, WN. Y. 
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THE 


COMPANY EDITOR 


A Column on House Publications 


THE REPORTER OF DIRECT MAIL ADVERTISING 


individual and is sent free to readers, 
it qualifies. 

Some publications are written for 
employees. These are called “inter- 
nals.” Others are written for readers 
outside the company or association. 
These are called “externals.” Still 
others are written for readers both 
inside and outside the company  & 
association. Naturally, these are 
called “combinations.” You pays 
your money and takes your choice. 
“Internal,” “external.” “combina- 
tion.” “inside,” “outside,” or even 
“right side”—-we just don't give a 
darn about tags. We intend to dis- 
cuss all of them. 


How Big’s The Field 


“But why bother discussing house 
publications at all? What's so im- 
about them?” Good ques- 


portant 
tions. 
From the large amount of editorial 
coverage house publications haven't ° 
gotten in the advertising trade press, 
it would appear the subject is about 
as important as Truth in a Pravda 
editorial. But don’t you believe it. 
I recently spent a day with Con 
Gebbie, president of Gebbie Press, 
New York, one of the country’s lead- 
ing practioners of the art of design- 
ing, writing, editing, and printing 
house publications. Con Gebbie has a 
reputation for having more answers 
about house publications at his men- 
tal finger tips than a college cram 
book. So I asked: “Just how big is 
this field of house publications?” 
With a sweep of his arm (rather 
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Election year or any year, Hammermill Offset runs on a three- u A M M F RQ M LL 
plank platform: 1 this sparkling white sheet reflects ink colors with 

sales-making realism 2 its Neutracel® pulp makes a level, fast- om 

running surface 3 its measurably greater bulk feels important in 


a customer’s hand. Elect Hammermill Offset for your next job. 


& 


COLOR 
BLACK AND WHITE, 


A VOTE FOR HAMMERMILL OFFSET 
IS A VOTE FOR A SHARPER, 
CLEANER JOB Many printers re-elect 


Hammermill Offset, job after job. You can print half-tones, 
line drawings and type profitably on this bright, level sheet. 


The presidential set of cigar bands on the front of 
this insert was printed in 1907, and is owned by 
Mr. Joseph J. Hruby, Jr., of Cleveland. 


These small masterpieces of turn-of-the-century 
lithography are shown here on luminous Pear! finish, one of 
the eight distinctive Hammermill Offset finishes. 

Pearl recaptures the detail in the lithographer’s portraits 
—and the tiny imperfections, too. This insert was 

printed by Offset on substance 70, Pearl finish on a 42 x 58 
single-color press. Sheet size 40 x 46. Speed 3000 

per hour. Colors printed yellow, blue, red, black. 


HAMMERMILL OFFSET... 
FOR PRINTING AT ITS LEVEL BEST 


— 


dramatically, too), Con pointed to 

a long wall in his office. That wall 

needed neither paper nor paint. It was 

covered from top to bottom, right to 

left with 4,000 different house publi- 

Noting I was flabbergasted and he 
had come up with a big opener, 
“Gebbie-The-Convincer” (this man 
loves his business) rushed on to say 
that the combined circulation of these 
4,000 publications was a whopping, 
big 160,000,000 readers. (Life maga- 
zine crows, rightly so, about 6,700,- 
000 readers.) 

Impressed by these figures, I took 
a closer look at Con Gebbie’s uniquely 
decorated wall. Some of the publica- 


tions tacked up looked to have been 
produced as economically as the an- 
nual report of a country church—in 
the north of Scotland. Others looked 
as sleek, lush, and expensive as a 
Gabor dining in the Pump Room. 
Con immediately pointed out that 
some of these typographically fastidi- 
ous fashion plates were produced on 
a budget of as much as $100,000. 
And, he added, some have a circula- 
tion well over 1,000,000. Then, just 
so I could impress you properly, I 
asked Con to estimate the total cost 
of these 4,000 publications. His an- 
swer: “300 to 400 million dollars a 
year.” So, you see, we're not talking 
about a segment of advertising that’s 
° financed out of petty cash. But this 
isn't the whole story, either. 
The house publications on Con 
Gebbie’s wall were of the more elabo- 
rate type. I saw few of the torrent of 
newsletters, one-page mime- 
ographed bulletins, etc., that 1 get 
from my friendly mailman. “How 
about it, Con,” I asked, “aren’t we 
overlooking a great many more house 
publications?” “True,” he said, “what 
you're looking at on the wall is like 
the portion of an iceberg that sticks 
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out of the water. Six-sevenths of the 
mass is underwater and out of sight.” 
(A good place for some house pub- 
lications we've read.) He recalled 
that one company produced 125 pub- 
lications which, using a liberal defi- 
nition, could rightly be called house 
publications. So he guessed there 
might be 50,000 or more house pub- 
lications in being. As to the amount 
of money poured into this vast at- 
tempt to win friends and influence 
people for the benefit of a company, 
association, or even an_ individual, 
Con Gebbie said it was anybody’s 
guess. But whoever guesses, better 
guess high, for it must be a pile, a 
mighty big pile. 

So you see this column will not be 
devoted to verbal tiddlywinks. House 
publications represent a big, costly, 
and productive segment of the total 
advertising effort. House publications 
deserve the thoughtful attention of 
the advertising trade press. And 
house publications can surely find 
friendly bed and board within the 
pages of The Reporter of Direct Mail. 
For there is absolutely no doubt that 
this vast advertising effort is direct 
mail, in the fullest sense of the word. 
Convinced? Good. 

In the months to come, at least 
50° of this one-way conversation 
will be devoted to reporting the field 
of house publications. We plan to 
talk with the editors and writers of 
the better examples and report to you 
the principles these men employ to 
get and maintain high readership. 
We plan to talk to management peo- 
ple, too. We want to report their 
experiences with the value of house 
publications and the marketing phi- 
losophy behind their use. 

We'll also spend some time review- 
ing and criticizing the publications 
we see. We'll consider the good and 
the bad and treat them accordingly. 
At times we'll editorialize on certain 
aspects of the field and get some big 
fat beefs off our slipping chest. This 
will cause some argumentative men- 
tal skirmishes, no doubt. But that’s 
how interesting columns are written. 

So to get the pot boiling, I suggest 
you immediately put our name on 
your mailing list (c/o The Re- 
porter). We want to see your epistles 
to the Americans. Furthermore, write 
and unburden your tortured souls on 
the exigencies of our mutual en- 
deavor. Be it praise, criticism, agree- 
ment or disagreement, let us hear 
from you. If you'll open up, we can 
have some interesting times in type. 
Or so it seems to me. 
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OVER 


WORKED 


TRYING TO REACH 
THAT TYCOON? 


GIVE AHREND YOUR 
TOUGHEST PROMOTION 
JOB—And watch the orders 
pour in! 


Let us create the sales idea, 
copy, and art; handle printing, 
production, and lists ... to 
produce higher returns per 
dollar. (Or use your pet 
printer, if you prefer.) 

Single job assignn ents or 
retainer basis. 


Call Herb Ahrend... 
PLaza 1-0312. 


AHREND 
ASSOCIATES 


601 Madison Avenue New York 22 
PLaza i-o3i2 


Planning Art, Copy, and Complete Production 
of CATALOGS « POSTERS «+ DISPLAYS « SALES 
LETTERS «+ BROCHURES «+ DEALER AIDS 
FILMS FOR TV AND BUSINESS + MAILING 
LISTS + MAIL ORDER CAMPAIGNS 


MIRACLES? NO. 


There are no miracles in direct mail. Profit- 
able results depend on a good product or 
service, the right list, sales strategy and 
copy. Put them ail together and you have 
fashioned a si‘k purse 

Direct Mail Briefs from Bringe may help 
you make that silk purse. It comes once a 
month to instruct, to entertain, to give you 
a peek at what the other fellow is doing. 
And it’s free. Write today. 


PAUL J. BRINGE, INC. 
217 E. Michigen St. 
Milwaukee 2, Wisconsin 


Carey can solve it — 
BIG RUN speedily, colorfully 
and economically. Our 
roll-fed printing and 
unique paper facili- 
CAT L ties, plus round-the- 
clock operation, easily 
meet your deadline and 


LEM ? budget requirements. 
a Call Arthur Friedman, 
Sales Manager, 
CHickering 4-1000 


CALL CAREY PRESS 
CAREY 


LABELS 
AnyRoll Strip Label 


wre WING MAAILER 
CHAUNCEY WINGS. 
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As many of you know, “Winners 
& Sinners” is one of the most unusual 
“house magazines” in the world. It 
is a “bulletin of second-guessing 
issued occasionally from the south- 
east corner of The New York Times 
News Room.” The editor is Theodore 
Bernstein, who recently wrote the 
popular book, Watch Your Language 
($3.95, Channel Press, Inc.. Great 
Neck, N. Y.). Winners & Sinners 
started out to be for internal edi- 
torial and news staff of The Times, 
but its fame grew. Gradually a few 
“outsiders” were allowed on the list 
(including this reporter). Hope Edi- 
tor Bernstein will not mind our lift- 
ing an important item in the Decem- 
ber 1959 issue. Most of us suffer 
from wasteful locutions. File this for 
future checking: 

HELPFUL HINTS FOR HATCHET MEN, 
From time to time W & S has directed 
attention to wasteful locutions. These 
are the wordy phrases that are so 


DO YOU USE WASTEFUL LOCUTIONS? 


customary as to be inconspicuous. 
But they subtract from the directness 
and sharpness of writing and they 
add to the overset. Following are 
some recent specimens: in each in- 
stance the wasteful locution is under- 
lined and the suggested remedy 
parenthesized : 

1. “One of the reasons (one rea- 
son) for the cut is the drain on 
dollars...” (Oct. 31). 

2. “A joint communique was is- 
sued after the conclusion of (after) 
talks between Indian and Pakistani 
delegations” (Oct. 24). 

3. “The general debate came to an 
end (ended) after a series of sharp 
clashes...” (Nov. 12). Variations of 
this one are “put an end to” and 
“brought to an end.” 

4. “This is due largely to the fact 
that (because) the public agencies 
concerned ...have given their ap- 
proval” (Nov. 20). 


5. “All of them, with the exception 
of (except) Waldrop and Bonko... 
will be able to play tomorrow” (Nov. 
28). 

6. “In the meantime (meanwhile), 
the spokesman indicated, West Ger- 
many would do whatever it could. . .” 
(Oct. 20). 

7. “At the present time (at present, 
now or, as in this sentence, no quali- 
fier at all) there appears to be little 
hope for...” (Oct. 29). 

8. “Students will have to complete 
nineteen units of work instead of the 
present eighteen in order (forget it) 
to qualify...” (Oct. 20). 

9. “The case in question (forget 
it) occurred at Bethlehem Steel Cor- 
poration’s Bethlehem, Pa., plant” 
(Oct. 31). 

Conclusion: Examine critically 
every frequently used phrase and 
consider every one to be guilty until 
proved innocent. @ 


DO YOU BELIEVE IT? 


Read this story which appeared in 
the March newsletter of the Boston 
Chapter of the Mail Advertising Serv- 
ice Assn., 99 Chauncy St., Boston 11, 
Mass. It was credited to a columnist 
in the Boston Globe. 


* 


Special Delivery Goof: A local lad 
who attended a national sales meeting 
of his company in New York brought 
home an account of an unusual postal 
incident told by one of the representa- 
tives. It happened in a Midwestern 
city and turned out to be quite expen- 
sive. 

In the office of a large store a clerk 
went to the postage meter machine 
and stamped a special delivery letter 
which he deposited in the out-going 
mail. The machine was still set for 
the 34¢ rate when a large batch of 
monthly bills were fed into it. In- 
stead of stamping them with the regu- 
lar 4¢ postage 20,000 bills went out 
that day as special delivery letters. 

This sudden rush of special delivery 
business caused understandable dis- 
may at the city’s post office, but the 
mail has to go through as stamped. 
So far into the night messengers went 
wheeling around the city’s suburbs 
delivering “specials” to the puzzled 
customers of the store. 

It was close to midnight when a 


postal fellow leaned on the doorbell 
at the home of an executive in the 
city’s best residential section. He had 
a long wait because the family was 
abed. 

When the door was opened by the 
executive—half asleep and tying the 
cord of his bathrobe—the special de- 
livery letter was thrust in his hand. 
He ripped it open, found his monthly 
bill from the store, and blew his top. 

Instead of going back to bed, this 
customer sat down and wrote a check, 
for the amount of the bill. It was then 
after midnight. Without stopping to 
dress. he strode angrily out the door 
and walked through the winter night 
to the home of the president of the 
store, three houses away. 

The head of the house was in bed. 
too, but his neighbor rang and 
pounded on the door until he opened 
it. He could not understand why this 
customer pushed the bill and his check 
at him with belligerent remark: “If 
you need money so darned bad in 
your business, take this check so 
you ll be able to sleep.” 


~ * * 


Do you believe that story? We 
don't. Just for fun, wish Boston 
M.A.S.A. secretary, Alice Cabral. 
would check it with the Globe or the 
columnist. Insist on having the exact 
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location and name of company. 
Pitney-Bowes should be interested in 
checking it too . for it would be 
practically impossible to run 20,000 
pieces through any meter without no- 
ticing such an error. 

This is an adaptation of an old 
fictional story which pops up every 
so often. It sometimes involves an 
addressing machine at Time or Look 
or Newsweek which became jammed 
and a gold miner in Alaska or Colo- 
rado, or a farmer in Iowa, received 
seven bags of magazines . . . all of 
one issue and addressed to him. He 
raised hell with the publisher, ete. 
One time when the story was featured 
all around the map we took the 
trouble to track down the source. 
Even a prominent officer of a printing 
association had used it in a speech 
pointing out the dangers of too much 
automation. He finally admitted to us 
that his speech had been ghostwritten. 
The red-faced ghost admitted he had 
lifted the story from a Bennett Cerf 
joke book. It was supposed to be just 
a humorous anecdote without any 
basis in fact. 

That’s why we are suspicious of 
the Boston Globe Postage Meter story. 
It's too much like the ancient address- 
ing machine goof that never happened. 
If anyone can prove us wrong, we'll 
be glad to publish a retraction. @ 
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WHAT’S WRONG 
WITH 
DAISY MAE? 


A recent mailing featured a picture 
of actress Leslie Parrish who took the 
part of Daisy Mae in Paramount's 
motion picture of Al Capp’s comedy 
character Li'l Abner. We’ve been hav- 
ing some interesting correspondence 
about the picture with Ralph Dew- 
berry of Dewberry Engraving Co.. 
3201 Fourth Ave. S., Birmingham, 
Alabama. 

Mr. Dewberry has a list of 300,000 
attorneys, accountants, architects, 
realtors, contractors, jewelers, etc., to 
which he makes a mailing every ninety 
days. Purpose of mailings . . . to sell 
Dewberry’s line of hand-tailored en- 
graved stationery. No salesmen are 
employed. The 29-year-old company 
recently moved into its new $2 million 
plant . . . and it is reputed to be the 
largest manufacturer of engraved sta- 
tionery in the world. (Their claim. 
“America’s Largest Engraver.” was 
once challenged before the Federal 
Trade Commission and after hearings 
was proved to be correct.) 

Ralph Dewberry (grandson of the 
founder) has to seratch his head to 
think up new ideas for his every- 
ninety-day mailings. Recently he asked 
and secured permission to use “Daisy 
Mae’s” photo in a clever mailing 
which made a tie-in with the popular- 
ity of the motion picture, He used the 
same photo of actress which appeared 
in practically every newspaper in the 
country. 

Mailing went out in a_ yellow 
window-type envelope . . . upper part 
of Daisy Mae showed through win- 
dow. The sales pitch was that like 
Daisy Mae . the Dewberry Com- 
pany was after its man. the customer 
for fine letterheads. 

Mr. Dewberry was astounded when 
he began getting complaints . . . de- 
mands to be taken off the list... 
scurrilous remarks about low morals, 
ete. Mr. Dewberry was worried and 
asked for our opinion. Sent the com- 
plaints to us. 

In our opinion all the com- 
plaints came from crackpots . . . pos- 
sibly a doctor would call them sexual 
psychopaths with a guilt complex. Or 
perhaps these disturbed people had 
heard about the campaign against 
smut in the mail... and just wanted 
to get in on the act. 

At any rate, we told Reporter 
reader Ralph Dewberry to stop wor- 
rving. He received only 19 crackpot 
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complaints out of the first 62,000 
mailed. That’s less than approximately 
1/30th of 1% ... if our arithmetic 
is correct. We are not saying the mail- 
ing piece itself was perfect. Copy and 
layout could possibly be improved. 
But the complaints were directed only 
at the picture. 

Reporter readers should be inter- 
ested in this case. We are a!l against 
“smut in the mail.” But it will be a 
sorry day if we all have to lose our 
of humor and zest for life. 
There is nothing smutty about a fe- 
male figure except in the mind of a 
disturbed person. There is nothing 
wrong about using a well-known and 
timely female character for adding in- 
terest and humor to a_ continuing 
series of mailings. 

At any rate, we don’t believe the 
smattering of complaints will hurt the 
Dewberry Engraving Company in its 
spanking new building . . . made 
possible by the continuous and suc- 
cessful use of direct mail. 

If some of you would like to see 
the complete mailing . . . write to the 
Dewberrys. Their sales pitch is in- 
teresting. @ 


sense 


FRENCH FRIED 
NONSENSE 


A reader tipped us off to the ulti- 
mate in inane attention getting. Sent 
us a letter he'd received from the 
Balas Collet Manufacturing Co., 1557 
East 27th Street, Cleveland 14, Ohio. 

The letter had a french-fried ant 
(encased in plastic vial) taped to the 
upper right-hand corner of the sheet. 
Copy started: 

“It's an odds-on bet, Mr. J , that 
you know more about Pushers of Feed 
Fingers than you do about ANTS and that 
is understandable . but do you know 
about the Balas Master Pushers with Dial 


adjustable Tension and Carbide Pusher 
Pads that can’t wear out? French 
Fried Ants like this are served as a deli- 


cacy at many fashionable cocktail parties. 
Personally | do not relish them and do not 
recommend them to you BUT... BALAS 
PUSHERS ... AH! that’s different, they 
stand head and shoulders above” . . . and 
so on. 

That is the copy tie-in with the 
roasted little insect who adorns the 
page. Not much of a connection. to 
say the least. In fact, the whole idea 
is pretty disgusting. 

The ant itself is almost 1” long 
and is fat. If you, like so many peo- 
ple, are repulsed by insects in any 
form. Balas’s letter certainly wouldn't 
be welcome on your desk . . . nor 
was it welcome on the desk of the 
reader who sent it on to us. His com- 


EVIDENTLY WE MUST 
BE MAGICIANS 


When people first referred to the motto direct 
mail campaign as a ‘gimmick’’ we looked for 
that word in the dictionary. A gimmick is a 
trick device used by magicians so, our copy- 
righted monthly campaign is a trick device. 
It’s a trick to create good will, get on friendlier 
terms with prospects, add new prospects, con- 
serve sales call time, produce inquiries and 
orders. it should do all that for you. Wont 
information? Write or see us at Montreal. 


LET'S HAVE 
BETTER MOTTOES ASSOCIATION 
2127 East Ninth St. 
Cleveland 15, Ohio 


“Subliminal” Advertising 


Ads, letters, literature with instantaneous 
appeal — that tells story at a glance and 
leaves a lasting impression. 


“Chat Fellow Bott” 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


WEST COAST MAILING LISTS 


Business & Consumer 
List Broker & Compiler 
Write for Catalog 


Boynton & Staff Inc. 


420 Market St., San Francisco 


"GOLD= NUGGETS 


SIMULATED .. . LOOK LIKE THE REAL THING 


FOR LETTERS, promotions, conven- 
tions, etc. In heat-sealed cello bags 50 to 
1M — 5c ea. ppd. Larger quantities less. 
Also bulk. Sample & typical uses 35c. 


Copywriting Studio 


Confidential Work 
Add 26 copy experts 
to your staff—but not 
to your payroli—get a 
top creative team for a 
Ipre-agreed per-job fee. 
Persuasive Communication 
any kind — any medium 


MU 3-1455 


270 madison ‘ny 16 


ment? “The general opinion here is 
that it is not only sickening, but 
french-fried ants have very little to 
do with Collets. Another example of 
wasted money.” 

We couldn't agree more. If you 
have to use a gimmick, by all means 
tie it in logically with your copy. 
This letter would strain the imagina- 
tion of the most credulous prospect 
... besides violating the rule of good 
taste. @ 


WORD TRICK 

\ professor at Columbia has worked out 
a sentence which can have eight different 
meanings simply by inserting the word 
“only” in all possible positions. The sen- 
tence is: “Ll hit him in the eye yesterday.” 


From: The Little Gazette, house magazine 
of Judd & Detweiler, Inc., Washington 2, 
Dd. 
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Feemster to Serve 
As Keynoter, Opening 
Miami Beach Sessions 

Miami Beacu — Robert M. Feem- 
ster, chairman of the executive com- 
mittee of Dow Jones & Co., will serve 
as keynote speaker at the 43rd An- 
nual Convention of DMAA, 

Mr. Feemster will officially open 
the convention program, acting as 
general chairman, following the 
Awards Presentation breakfast on 
Monday, Oct. 10. 

With this announcement, the com- 
plete program for the three and one- 
half day get-together reveals a line-up 
of topnotch speakers, direct mail lead- 
ers and authorities in the fields of 
economics, promotion and business 
practice. Highlights of the program 
will be found below. 

All sessions of the Convention will 
he held at the Americana Hotel here, 
Oct. 9 through Oct. 13. 

The keynoter, Mr. Feemster. has 
been with Dow Jones since 1933, 
when he joined the staff of the Wall 
Street Journal as advertising repre- 
sentative. Five years later he had risen 
to the post of Director of Advertising 
for the publication, and in 1942 as- 
sumed added responsibilities as Ad- 
vertising Director of Barron's. In 
1945 he became a member of the com- 
pany s executive committee and as- 
sumed its chairmanship in L048. 

He is a past chairman of the Ad- 
vertising Federation of America. a 
director of the Advertising Club of 
New York and a director of the New 


PROGRAM COMPLETED FOR 43rd DMAA CONVENTION 


Edited by the 
staff of DMAA 


D Ni 
AA 


Direct Mail Advertising Association 
3 East 57th St., New York 22, N. Y. 


NEW S 


MuUrray Hill 8-7388 


S. Arthur Dembner Chairman of the Board Robert F. DeLay President 


ROBERT M. FEEMSTER, chairman of the ex- 
ecutive committee, Dow Jones & Co., who 
will keynote this year’s DMAA Convention. 


York Convention & Visitors’ Bureau. 

In addition to the speeches, panels 
and workshops, there will be a full 
program of professional entertain- 
ment during the course of the Con- 
vention, headed by comedian Johnny 


Carson. 


SUNDAY 
Get acquainted Cocktail Party & Ex- 
hibit Review 
MONDAY 
Direct Mail Leaders Breakfast 
Keynote Speec h— Robert Feemster 
“Phe Words You Will L se in the 00's” 
Paul Bringe 
“The Postofice and the 60s” 
Riley 
“The Wonderful World of Direct Mail” 


Sylvia Simmons and Joan Throck 


Edwin 


morton 
Opening Luncheon-— Dexter Keezer 
Seminar in Industrial Advertising 
Seminar in Mail Order Advertising 
Seminar for Foundations, Associations, 

Fund Raisers and Educational Insti- 

tutions 

TUESDAY 

Town Hall——Maxwell Ross 
New Worlds of Information 

Hites 


Harry 


HIGHLIGHTS OF THE 1960 DMAA CONVENTION 
OCTOBER 9-13, AMERICANA HOTEL 


WEDNESDAY 
Breakfast and Annual Meeting —S. Ar- 
thur Dembner. Bob DeLay 
The Columbia Record Club 
Adler 
The National Cash Register Story 
George Head 
Copy Torture Chamber 
Mail Order Photo Finishers’ Seminar 
Florida Express Fruit Shippers’ Seminar 
Mail Order Nurserymen’s Seminar 
Annual Banquet & Entertainment 
THURSDAY 
“Let's Listen Te Those Who Get The 
Mail” 
Basic course in Direct Mail 
Refresher course in Direet Mail—-Pro- 
fessionals 
101 Ways to Produce Your Mailings 
The Diners’ Club Story--Spencer Nilson 
Charles E. Corcoran 


Norman 


Beginners 


Closing Luncheon 
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Members to Receive 
Portfolio Demonstrating 
Letter Repro Techniques 


New YorK — Each member of 
DMAA will shortly receive an indi- 
vidualized copy of a new portfolio 
which will enclose eight actual sam- 
ples of letters reproduced by varied 
processes. 

Turned out for DMAA by eight 
New York lettershops, the portfolio 
will also include a discussion of the 
process used in each case, and will 
explain the advantages and proper 
use of each technique employed. One 
of the letters will display the indi- 
vidualized fill-in technique and, in 
each portfolio, that letter will be per- 
sonally addressed to the specific 
DMAA member receiving it. 

Entitled “Letter Reproduction — 
How to Select the Process for the 
Purpose,” the portfolio will be sent 
DMAA members free of charge. Addi- 
tional copies will be available to mem- 
bers at $2.50 each and to non-mem- 
bers at $5 apiece. 


Form 3547 


Discontinued 

WASHINGTON \ proposed rule 
announced in the Federal Register 
will result in the elimination of Form 
3547. However, mailers have until 
Sept. 15 to submit their views on this 
matter to Edwin A. Riley, Room 
1426, Post Office Department, Wash- 
ington 25, D. C. 


Calendar of Events 
SEPTEMBER 
8 New York, N. Y. — Seminar for 
National Business Publications. 
OCTOBER 
9-13 Miami Beach, Fla. — 43rd Annual 
Convention, Americana Hotel. 
NOVEMBER 
15—New York, N. Y.—Business Letter 
Workshop, Plaza Hotel. 
29 New York, N. Y.—Financial Work- 
shop, Plaza Hotel. 


d 
: 
é 
. 
: 
48 


A message from International Paper 


The advertisement on the following pages is the first in a series to 
encourage more reading among more people. The series has been ap- 
pearing in Fortune and The Reader's Digest this year. It will be seen 
by an estimated 35 million people during 1960. 

This is one of the best ways International Paper knows to help 
support the printing and publishing industries. Industries whose books, 
periodicals and other printed material enrich our lives and keep us 


the best informed nation in the world. 


Pike 
J 
| In the interest of reading 
ye 
4 
¢ A 


e“Send me a man who reads!” 


100 officers of leading U. S. companies read a total of 338 


magazines, 53 books, and 1,490 newspapers a week according 


to an independent survey conducted for International Paper. 


\ asked 100 company ofhicers, 


“How many magazines, books, 
and newspapers have vou read in the 
past week?” The total of their an- 
swers: magazines, 338: books, 53: 
newspapers, 1,490. 

Then we asked 100 men in the same 
age group whose salaries had never 
quite reached $7500 a year, 229 maga- 
vines for them—and only 28 books. 
Phat'saboutatourth of a book apiece. 


Phe conclusion is as Clear as print. 


Men who read more achieve more. 


eS Universities have encouraged the 


habit of reading among businessmen. 
Courses are offered in the Great 
Books. Promising voung men are en- 
couraged to take advantage of the 
printed page. Read Plato, they are 
told. Read Mark Twain. Read Shaw. 
Hemingway. Socrates. Make your 


own choice —but read! 


Men on an up escalator 


Since 1953, businessmen have been 
attending classes in the humanities 
at the University of Pennsylvania. 
And at Dartmouth and Williams, 
cight-week summer courses have 
been launched. 

The men who took these courses 
may make more money asa result. But 
what if their income failed to rise by 
a penny? They would still be wealth- 
ier bevond measure than they were 
before. For their interests have 
stretched galaxy wide—and will never 
shrink back. They have learned to 


take advantage of the knowledge pre- 
served by print on paper. 

Our factories and farms have made 
us the most prosperous of people. Our 
libraries, bookstores and newsstands 
have made us the best informed. 


20 billion newspapers 
Last year we put 800 million new 
volumes on bookshelves.We devoured 
a billion magazines—20 billion news 
papers. 

We choose better books than we 
used to. In a few months we bought 
a half-million paperback copies ot 
The llhad; 800,000 of The Odyssey: a 
million of Wuthering Herghts; 2 mil- 
lion of Shakespeare. 

Magazines have transformed them- 
selves to live up to this exacting audi- 
ence. Phey have dropped excess verbal 
baggage. They have united print, pic- 
tures and papel to create a new, more 
exciting language. 

The best of our magazines are su 
perbly honest, whether the subject is 
religion, space travel, or labor racket- 
eering. They are exciting without be 
ing cheap, inspiring without being 
maudlin. They are as grave as life— 


and as gay. 


Magazine sales up a fourth 
That is why magazine readers keep 
coming back. It is why magazine sales 
have gone up 25 per cent in just the 
past nine years, 

And worthwhile reading is not 
contined to books, magazines and 


newspapers. You may find an idea on 
the back of a matchbook that will 
change your life. You may find it on 
the side of a truck. Or on a flyer that 
came in the mail. Many of the most 
important suggestions you act on 
reach you through the printed word. 

No less than 75 per cent of all 
American advertising is now in print- 
ed media. Print sells, 


Reading is an active sport 


Unlike TV or motion pictures, read- 
ing is not primarily a spectator sport. 
To be sure, it can provide escape from 
reality. But to read profitably you 
need a clear road between eye and 
brain. If you keep the road clear, the 
rewards are beyond price. 

The signific.rt ideas, events and 
personalities of history await your 
convenience on the printed page.You 
leave them when you wish, and when 
you wish you return. 

Words become servants. Your aware- 
ness is more intense, your pleasures 
more vivid. Your mind is more richly 
furnished. The printed page makes 
vou heir to the wisdom of the ages. 

Read whenever you can—while you 
wait for airplanes, meals, haircuts, 
telephone calls. You will be the gainer. 


Free reprints 
For free reprints of this advertise- 
ment, suitable for schools and _ col- 
leges, write Education Department, 
International Paper, 220 East 42nd 
Street, New York 17, New York. 


INTERNATIONAL PAPER 


Manufacturers of papers for magazines, books and newspapers + papers for home and office use + converting 


papers + papers and paperboards for packaging + shipping containers « folding cartons « milk containers « multiwall 


bags * grocery and specialty bags and sacks + pulps for industry + lumber, plywood and other building materials 
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ON THE LIGHTER SIDE: Pictured here are some of the professional entertainers who will help 
keep everyone happy at the Miami Beach Convention, Oct. 9 through 13. Above is the 
three-piece combination that will supply background atmosphere during the Get Acquainted 
Cocktail Party, Sunday evening, Oct. 9. Above, right, is comedian Johnny Carson, heading 
@ program of entertainment to follow the Wednesday evening banquet, while below is a 
young lady scheduled to help you find the libation of your choice at the Sunday evening 


festivities. 


DMAA Leaders Confer 
With Party Chiefs 


WASHINGTON Officials of 
DMAA are working closely with 
the chairmen of the nation’s two 
major political parties in an effort 
to aid them in the direction of 
their own direct mail efforts to 
promote their respective election 
campaigns, 

Shown at right. above are (Ll. to 
rt: John G. Jones. DMAA legis- 
lative representative. Sen. Henry 
M. Jackson of Washington, chair- 
man of the Democratic National 
Committee, and T. V. Bihler. chair- 
man of DMAA’s Postal Affairs 
Committee. 

Below are Robert” F. DeLay. 
DMAA President. Mr. Bihler. and 
Sen. Thruston B. Morton of Ken- 
tucky, chairman of the Republican 
National Committee. 
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Rates $2.00 per line $1.50 Situation Help Wanted Minimum 4 lines 


Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


CLASSIFIED 


ADDRESSING PLATES 


POLLARD-ALLING — embossed and linked at 
$25.00 per M; special rates for two liners and 
OCCUPANT; accuracy and delivery guaran- 
teed; weekly capacity 75-100 M. 

JACKSON EMBOSSING SERVICE 

4 S. Williams St., Whitehall, N. Y. 


SPEEDAUMAT—Embossed. Guaranteed 100% 
correct $35.00 per M. Fast delivery. The Roskam 
Co., 1905 West 43rd, Kansas City 3, Kans. 
TAlbot 2-1881. 


ADDRESSOGRAPH PLATES 


Brand new plates & frames for your address- 
ograph & speedaumat machines. New lower 
prices. Immediate Delivery. 
DEAN FORREST CO. 
7 Foster Street, Revere 51, Mass. 


ADDRESSING PLATES 


Scriptomatic masters composed. Lowest cost 
highest quality; 100% accuracy. 10,000 or 
1,000,000. Fast service. Only approved Scripto- 
matic materials used. References. Economail 
Corp., 105 N. Loramie Ave., Chicago 44, Ill. 
Columbus 1-5667 


ADDRESSING SCRIPTOMATIC 


Scriptomatic Addressing on job or contract 
basis—cheaper than you can do it yourself. 
JEROME S. FINSTON 
Lynbrook, L.I., N.Y. 

LYnbrook 9-2705 


Scriptomatic Masters prepared — low cost — 
quality work — 100% correct. Typewriter 
addressing — practically ‘‘do-it-for-nothing” 


prices! Find out. The Roskam Co., 1905 West 
43rd, Kansas City, Kansas. TAlbot 2-1881. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
sampaigns in newspapers, magazines, trade 
capers. Publishers’ rates. Counsel service 
Martin Advertising Agency, 15 €. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


a THE BOOK OF PANELS 
for offset contains 369 different art panels, 
including coupon, guarantee and label bor- 
ders plus nearly 500 symbolic designs for page 
ornamentation. ONLY BOOK OF ITS KIND — 
thousands in use. 32 pages, 8x10'% in., only 
$4.00. Many other books of promotional art 
and type fonts for paste-up. Free folder. 
A. A. ARCHBOLD, PUBLISHER 
Box 332-K Burbank, Calif. 


CANADA'S BEST MAILING LIST 


165,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines. Ontario 


more pieces of letter-mail per year, we can save 
you $500 or more, if you mail from Kansas 
City. Send samples or specifications. The Roskam 
Co., Printing & Mailing Division, K. C. 41, Mo 
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EQUIPMENT FOR SALE 
CLOSE-OUT BARGAINS! 
MULTIGRAPH ITEMS 
Letter segments $7.50; legal $8.50; Vertical 
$20; 1% space $20. No. 59 typesetters 
$17.50; No. 39 $12.50. Drum holders $3; 
flexotype blankets $5. Special quantity prices 

Also other items. F.0.B., N. Y. 
MAILERS INC 
40 W. 15th St. N. Y. 11, N. Y. CH 3-3442 


ADDRESSOGRAPHS: Model 60, new. $11 ea. 
delivered. HARRY J. ABRAMS, 124 L St., N.E 
Washington 2, D. C 


EQUIPMENT WANTED 
WANTED: PHILLIPSBURG INSERTING 
AND MAILING MACHINE 
Send particulars to Ray D. Cherry 
1120 W. Peachtree St., N.W., Atlanta, Ga. 


EQUIPMENT WANTED 


‘Open to Buy — Speedaumat — No Dealers.” 
Speed-Address Kraus Co. 
48-01 42 Street 
Long Island City 4, N. Y. 


FOR SALE 


Will Sell—tlya Scheinker Jogger 22” x 22”. 
Brand New—also AV Sealing Machine. Best 
offer takes them or will swap.’ 

Speed-Address Kraus Co 
48-01 42 Street 
Long Island City 4, N. Y. 


MAILING LISTS 


Occupant Gas Station List — 150,000 names 
your literature addressed or on roll labels 
$15.00 per 1,000. 
Wholesale Printers 

760 Market St. 

Waukegan, Ill. 
20,000 FREE SPENDING Florida Visitors’ names 
compiled weekly on labels. Proven sales getters 
by Book-of-Month, others. $17.50 per M. $15 
per M in 10M lots. Sara-Kay Imports, Dept. 
135R, Tallahassee, Florida. 


100M Catholic buyers on plates: CALL YOUR 
LIST BROKER or write 
St. Anthony's Gift Shop 
120 Liberty Street, New York 6, N. Y. 


SPECIAL LISTS: 75,000 Retired Male Federal 
Employees—$15 per M; 100,000 Women Church 
Workers (1 per Church), 100,000 Women Who 
Sew, and 100,000 Agents-Salesmen most of 
whom paid $1 for a catalog—$10.50 per M. 
Mail-trader, P.O. Box 643, Ann Arbor, Michigan. 


Any Chicago business or profession — from 
A to Z. Correctly typed on gummed labels. 
Only 1¥2¢ a name. Minimum, $3.00. Avers 
Stationery, Box 22, Forest Park, Illinois. 


1,000,000 names of various businesses on 
gummed labels from D & B and latest telephone 
books. $4.50 per thousand prepaid. Contact: 
Richard Zarbin, Pritikin Furniture Co., 1000 
W. Roosevelt Rd., Chicago 8, Illinois, Tel.— 
MOnroe 6-1075. 


Direct Mail Proven Buyers. Over 790,000 Alpho- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming ond Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus 
Pa. 


CINCINNATI SUBURBAN RESIDENT NAME LIST 
On Speedaumat plates. Guaranteed 95% 
$10 M. Decision Inc., 4516 Red Bank Rd., 
Cincinnati 27, Ohio. BRomble 1-3200. 


FOR SALE 


Model A V Pitney Bowes Postage Meter. 
Excellent condition. Write 
Minor-Dixon Magazine Service 
Box 1211, Lexington, Kentucky 


FOR SALE 


Approximately 200,000 standard Elliott sten 
cils with half names of sporting goods buyers, 
half buyers of stock vitamins. Will sell part 
but not less than 10,000. For details contact 
William C. Ilfeld, P. O. Box 2057, Santa Fe, 
New Mex. 


FREE MAIiING LISTS 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-!nstitutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days) 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 
STillwell 4-5922 


MAILING LIST FOR SALE 


26M Pollard-Alling plates. CPA, Tax Mgrs. 
and Consultants. Write V. Manzo, 118 Con 
vent Place, Yonkers, New York. 


MAILING MACHINES AND SUPPLIES 


REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLIOTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAIL BAG RACKS - MAIL SORTING BINS 
MAILERS EQUIPMENT CO., INC. 


40 W. 15th St., N.Y. 11 CH 3-3442 


SPEEDAUMAT ADDRESSERS 
AUTOMATIC GRAPHOTYPES 
ADDRESSOGRAPHS — GRAPHOTYPES 
CABINETS — TRAYS — FRAMES — PLATES 
MULTILITHS — MULTIGRAPHS — FOLDERS 
PITNEY BOWES—TYING MACHINES— 
OPENERS—ELLIOTTS—LETTER OPENERS 
ALL EQUIPMENT REBUILT AND GUARANTEED 
AMERICAN BUSINESS MACHINES, INC. 
573 BWAY, N.Y. 12, N.Y.— WO 6-4334 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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DIRECT MAIL PRINTING—MAILING 
a WE'LL BET FIVE BUCKS—If you mail 250 M or 2) eet 
mee 


MAILING MACHINES 


PITNEY-BOWES — RS, RD, AV 
ADDRESSOGRAPHS — GRAPHOTYPES 
LOWEST PRICES — GUARANTEED 
WILLIAM MARION CO. 

173 LAFAYETTE ST., N. Y. — WO 6-5931 


SPEEDAUMAT ZINC PLATES 

New York's biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $37.50 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


NEED SKILLED GRAPHOTYPE OPERATORS? 
You can make 50% to 100% profit by using 
our Graphotype Dept. as your own. Beautiful 
embossing, fully punctuated with less than 1% 
error. Pure Zinc Speedaumat plates. Prompt 
dependable delivery. Two shift service. 100% 
accuracy guaranteed. 

Cost — Speedaumat — $37.50 per M. Other 
plate prices on request — send details. 
ADVERTISERS ADDRESSING SYSTEM 
703 N. 16th St., St. Louis 3, Mo. 


MALE OR FEMALE 


If you are looking for a position or personnel 
replacement contact the following: 

New York City Area . . . Mr. J. Dudley Brod- 
erick, Hundred Million Club, Job Placement 
Committee, c/o Doubleday & Company, 501 
Franklin Ave., Garden City, L. 1., New York. 
National . . . Mrs. Ruth L. Laguna, Direct Mail 
Advertising Association, 3 East 57th St., New 
York 22, New York. 


REFERENCE 
LETTERS 


Reference letters and reference in- 
vestigations are becoming of increas- 
ing importance in selecting top-brack- 
et management executives. But there 
are pitfalls. The subject was tackled 
effectively in a 12-page feature ar- 
ticle in the July 1960 issue of The 
Vanagement Review, published by 
American Management Assn... 1515 
Broadway. New York 36. N. Y. Since 
executives hesitate to write bad things 
about another this article by 
Rawle Deland, partner. Thorndike 
Deland Associates, helps you to “read 
between the lines.” If you ever have 
such a problem . . . suggest you send 
a dollar for the July issue to Editor 
Vivienne Marquis. 

Two of the 12 pages are handled 
in a humorous vein with cartoon il- 
lusirations. We'll pass along the let- 
ter statements (with italic transla- 
tions) for the amusement of Reporter 
readers. They are examples of the 
kinds of accolades that are sometimes 
delivered . and truths that may 
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NAMES IN THE NEWS 


Who's doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 
up of ... “Names In The News” 


W. Frederic Clark of Gray & Rogers, 
Philadelphia elected by the National So- 
ciety of Art Directors as chairman for 
the 1961 “Art Director of the Year” 
competition. . . . Jack R. Cole, president 
of Mail Advertising Corp. of America, 
527 Madison Ave., New York 22, N.Y. 
announces promotion of John A. Glas- 
cott, Jr. to vice president and eastern 
manager. Richard W. Dando ap- 
pointed vice president and general man- 
ager of Sun’s General Printing Ink Divi- 
sion-East, 750 Third Ave., New York 
17, N.Y... . Earl A. Ginter promoted 
to position of general sales manager for 
Von Hoffman Press, St. Louis 2, Mo. 
.. . Harvey Gustafson promoted to pres- 
idency of Consolidated Printing Ink Co., 
St. Paul, Minn... . Norman “Ted” Hans 
appointed to the sales staff of Davidson 
Publishing Co., Duluth 2, Minn. 
Dickson J. Hartwell, public relations 
consultant, former vice president and 
director Robinson-Hannagan Asso. and 
member of management committee of 
Hill and Knowlton, Inc., appointed direc- 
tor of press relations of American Man- 
agement Assn. George W. Head, 
manager of advertising and sales promo- 
tion for the National Cash Register Co.., 
Dayton, has been named chairman of 
the National Advertising Week Com- 
mittee, scheduled for Feb. 5-11, 1961. 
. . Drexel H. Henderson named presi- 
dent of the Brown & Bigelow Marketing 
Agency. St. Paul 4, Minn. . . . William 
W. Holes, vice president, The Holes- 


lurk behind them. 

“He's a consistently good team 
worker.” 

Hasn't had an original thought in 
twenty years. 

“He's always staunch in sup- 
porting his superiors’ recom- 
mendations.” 

A yes man. 

“A strong speaker who really 
sells his ideas.” 

Big Mouth. 

“Conscientious? can’t tell 
you how many times I’ve seen 
him take work home nights or 
on weekends.” 

He can’t get organized. 

“He’t volunteered to serve on 
most of our management com- 
mittees.”” 


Webway Co., St. Cloud, Minn. elected 
president of the Direct Mail Assn. of the 
Upper Midwest. . . . Cliff Kelley Direct 
Mail, Inc. opened new branch office at 
2201 Grand Ave., Kansas City. . . . Jack 
H. Miner named consulting editor of 
Handling & Shipping Illustrated, Cleve- 
land 15, Ohio. . . . Theodore Skoglund 
appointed director of advertising and 
sales promotion of the recently formed 
Carrier Air Conditioning Company (a 
division of Carrier Corp.) Syracuse, 1, 
N.Y... . Henry J. Smith named promo- 
tion director of Modern Bride, a Ziff- 
Davis publication, New York Cty. 

S. Byron Stone aprointed advertising 
sales promotion mani jer, Allen Hollan- 
der Co., Inc., New York City. 
Charles S. Turpin, Ji appointed adver- 
tising and sales prometion manager, EI- 
liott Addressing Machine Co., Cam- 
bridge, Mass. . . . I. M. Van Gelder of 
Reuben H. Donnelley Corp., reelected 
President of the Mail Advertising Serv- 
ice Assn. of Chicago. Chambers 
Wiswell, Boston, merges with Grant Ad- 
vertising, Inc. and will be located at 250 
Park Square Bldg., Boston 16, Mass... . 
Bauer Alphabets, 235 E. 45th St.. New 
York 17, N.Y. advises that Walter Plata, 
well known European lecturer, typogra- 
pher and designer will arrive in the 
United States around October 20th for a 
six weeks visit, during which time he will 
lecture on Modern European Typography 
in Graphic Arts centers.@ 


Afraid to make his own decisions. 
“He's at his best when hand- 
ling the broad outlines of a situ- 
ation and delegating the details.” 

He can't add. 

“A great believer in face-to- 
face communications, rather 
than memos and reports.” 

He can’t spell. 

“He had good command of 
the job, considering his age.” 

Too young to cut the mustard. 

“I believe he’s thinking in 
terms of $25,000.” 

He'll jump at seventeen, 

“Pm sure you'll find him 
capable of handling any job you 
have in mind.” 

We're glad to get rid of him. 
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Marry 


Betty 


John 


Al Corehia, Jr. . 


Dogs 
How To Get 
How To Thi 
How To Thi 
How To Thi 
How Direct 
How To Thi 
How To Thi 
How To Thi 
How To Thi 


Alfred 


Mailmasters, Ir 4 
The Roskam Company........ 1905 W. 43rd Street, Kansas City 3, Kansas (TA 2-1881) 


Jerome S. Finston 


ADDRESSING 


Creative Mailing Service, Inc............. 460 N. Main, Freeport, N. Y. (PR 8-4830) 


ADDRESSING AND MAILING 
60 Nordhoff Place, Englewood, N. J. (LO 7-4811) 
ADDRESSING SCRIPTOMATIC 
2 Scranton Ave., Lynbrook, L. L., N. ¥. (LY 9-2705) 


ADDRESSING — TRADE 


Bolmar Typing Service..... -91-71 111th St, Richmond Hill 18, N. Y. (VI 6-5322 
The Koskam Company....... .1905 Ww. durd Street, Kansas City Kansas (TA 2-1851 
& S Typing Service... 505 Wifth Avenue, N, Y., N. ¥. (MU 2-032) 


ADVERTISING AGENCIES SPECIALIZING IN DIRECT MAIL 


A. A. — Publisher 
Idea Ar 


Voik, ar. 


Fiexo-lettering Co., 
Gries Keproducer Corp......... 125 Beechwood Ave., New Kochelle, N. Y. (NE 3-8600) 


of Wises Mall... 
That Climb Trees. 


Arrow Sorvice 


Paul J. Bringe 


the copy shop. 
G. Latcha . 2448 Barbara Street, Detroit 


Mathewsor 


Orville B. Reed. . 


Dickie- Raymond A 
Direct Mall Markets Co., Ine. ......8 Bast 54th St., New York 22, N. ¥ 
Direct Mail Service 
2161 Monroe Drive, N. E., P.O. Box 13446, Atlanta 24, Ga. (TR ¢ 
The Creative Division 

of James Gray, 
M. Lord & 
Harold Marshall Advertising Co., Ine 


hg Higginbotham, Inc 
k & 


Polk 


y-O-Letter 


0-Letter 
0-Latter 


O-Latter... 


O- Letter 


y-O-Letter 


Barry & Ross Advertising.....101 West 42nd Street, New York 3 Y¥. (LO 3-1160) 
The Buckley Organization............. Philadelphia Nat'l Bank Phila, 7, Pa 
Grant, Schwenek, Baker, Inc 520 N. Michigan Ave., Chicago 11, IL (WH 35-1035 


ADVERTISING ART 


419 South Main Street, Burbank, Calif. (TH 
eeccccce ..-307 Fifth Avenue, New York 16, N. ¥. (MU 6-7 
Art Studio Pleasantville 3, New Jerse y 


ADVERTISING SPECIALTIES 
Ins..... .305 East 46th Street, New York 17, 


N. Y¥. (PL 3-4943) 


ART AND DESIGN FOR DIRECT MAIL 


.215 Park Avenue So., New York 3, N. Y. (OR 4-5740 


AUTOMATIC TYPEWRITING 


Carlson Automatic Typewriting Service.3744 N. Clark St., Chicago 15, LIL (BA 7-5406 
The Roskam Company........1905 W. 43rd Street, Kansas City 3, Kansas (TA 2-1551) 


art ‘in Direct Ac Wertising 
1 


The Right Sta 


mk About Direct Mail... 1.00 
nk About Letters .. 1.00 
nk About Readership of Direct Mail 1.00 
Mail Solves Management Probiems ° 1.00 
nk About Showmanship in Direct Mail....... 1.00 
nk About Mail Order TTTTTTT TTT 1.00 
nk About Production and Malling. 1,00 
nk About Industrial Direct Mail...............- GOO 


COLLECTIONS 
9 Yates Street, Schenectady 5, New York 


COPYWRITERS (Free Lance) 
° 4531 North 35th Street, Milwaukee 9 
270 Madison Avenue, New York 16, N. ¥. (M 


a ..182 Aven ue, Upper Montclair, N. J PI 6-5355) 
° -106 N. State St., Howell, Mich. (Tel.: 65 


DIRECT MAIL AGENCIES 


Ahrend Associates, Inc.. ees . Madison Ave, N. & 

American Mail Advertising, In 610 Newbury St » 
B. I. A. House Chalton Street Landen. N. W 4 
Borkowski A “ ertisin 215 West Navarre St., South Bend 1, Indiana (CE 2-1405) 
Leo P. Bott J rrr | Bivd., Chicago 4, Ill. (HA 7-9187) 
The Buckley izat ion Phila. National Bar k Bidg., Philadelphia 7, 
Chase & Richardson, Inc............ 452 a Ave., New York 18, N. Y 


ne. . 


Inc ee .. +216 East 45th St., New York 17, N. Y. (MU 2-9000 
Co . .171 Newbury St., Boston 16, Mass. (CO 7 


t 42nd St., New York 5 N. ¥. (OX 

Howard St., Detroit 31. Mich. (WO 
7 Central Park W. N. ¥ 
Michigan / 
Office Square, 


171 Modisen Ave.. New York 16, N. Y. (MU 6 


0 Ea St., 

att 00 De xter Bivd., 
2515 Mail-Well Drive, t 
.1485 Bay Shore Bivd., San Francisco, 


Calif 


Reply-O-Letier........ -Inner Court, 33 Scott St., Toronto 1, Canada (EM 


Reply -O- Letter. . . 
Kesponda Letter. . 


The Smit th Company 
Taliman, Smith & Associates 


asees 167 Queen ‘st 5 Brisbane, Australia 
South Sangatuon St., Chicago 7, Lil MY 

"New York Office, (E 
216 w. Jackson Bivd., Chicago, Ill. (RA 
153 West 23rd St.. New York, N. Y. (WA 
67 Beale St., San Francisco, Calif. (St 
410 N. Michigan, Chicago 1, I. (WH 


DIRECT MAIL CREATORS AND PRODUCERS 


DMCP Associates. Inc Headquarters 
1814 Jefferson Ave., Toledo 2, Ohio (CH 4-8316, TWX TO 


DIRECT MAIL EQUIPMENT 


Bell & Howell Phillipsburg... 


H. Bunn Co. 


Cheshire Mailing Machines, Tn oe 1644 No. Honore Street, Chicago 22 


Rastman Kodak Company 
Felins Tying Machine Co 
Friden, Inc ous 
Mailers Equipment Co., In 
Scriptomatic, Inc ee 
Vari-Typer ¢ ‘orporation. 
Chauncey Wing's Sons....... 


Orchids of Hawail, Inc.. 


DIRECT MAIL SPECIALTIES 
Let's Have Better Mottoes Assn., Inc 


7605 S. Vincennes Ave., Chicago 20, Il. (HL 


mochester 
K bt N th St.. Milwaukee 16, Wis 


WA West Dith St New York 11, N. ¥ cH 
310 N. 11th St., Phila. 7, Pa. (WA 


78 Pierce St., Greenfiel 


3 East Ninth St., Cleveland 15, Ohio (St 
305 Seventh Ave., New York 1, N. Y. (OR 


ELLIOTT STENCIL CUTTING 


Allee Business Service, Inc., 
Creative Mailing Service 


Elliott Addressing Machine Co....117 Leonard St., New York 13, N. Y. (WA 


Y. (As 


2-15 33rd St., Long Island City 6. N. 
(FR 


460 N. Main St., Freeport, 


ENVELOPES 


The American Paper Products Co. 


Envelope Terrace, Southern 
Atlanta Envelope Oo......... 
Berlin & Jones Company.... 
The Boston Envelope Co. 


Business Envelope Manufacturers, Ine Pearl River 


Cupples-Hess Company 
Cupples-Hesse Company... .. 
Cupples-Hesse Company... . 
Curtis 1000. Inc.. 

Detroit Tullar Envelope Co 
Garden City Envelope Co 


The Gray Envelope Mfg. Co. ae 


Heco Envelope Co.... 
Mead Corporation 
North Coast Envelope 
Manufacturing Corp 
Rochester Envelope Co... 


S. Cupples Envelope Co., Inc 


The Standard Envelope Co. 
Tension Envelope Corporation 


New York 16; St. Louis 10; Minnea 


Transo Envelope Co..... 
Plants In New York 

Tnited States Envelope Co. 

Wolf Detroit Envelope Co. 


Garden City Env elope Co 
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Creative Mailing Service 
A Electronic Mailers 
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8. Jefferson St., Chicago 7, Ili. 


Lemarge Mailing Service Co.. 

Mailmasters, Ine. rdhof? Place, Englewood, N. J. (1 7-45811) 

Mailings Incorporat 35 weer 13th St., New York 11, N. ¥. (WA ¥-o185 
LABEL AFFIXING WITH AUTOMATIC MACHINES 


Adbertising Distributors of America, Inc 
4444 Cass Ave. Detroit 1. Mich, (TE 53-0500) 


Mailings Incorporated.....55 West 13th Stree York 11. N. ¥. (WA 9-S188) 
LABELS AND LABEL AFFIXING MACHINES 
Eureka Specialty Printing Co. 530 Electric St., Seranton 9, Da 
PASTERS 
Potdevin Machine Co St., Teterboro, N. J. (AT 8-1941) 
LABELING SERVICE—AUTOMATIC MACHINE 
Bonded Mailings, Ine Nationwide 74 4th Ave., Brooklyn 32, N. ¥. (SO 8-4819 
LABELS 
Allen Hollander Co., Inc $85 Gerard Ave., New York 51, N. Y. (MO 5-1818) 
Dennison Mf .Framingham, Mass. (TH 3-351!) 
Kver Ready Label Corp 57 Cortlandt St., Belleville 9, N. J. (PL 9-5500) 
LETTERS 


411 South Sangamon St., Chicago 7, Hlinois (MO 6-9878) 
NeW 


Kesponda Letter.... 
York Office (EN 653 


Responda Letter 
LETTER GADGETS 
45 W. 45th St., N. ¥. 36, N. ¥. (JU 2 
305 Seventh Ave., New York 1, N. Y. (OR 5 
342 South Dearborn St., Chicago 5, Il. (WA 2 1881) 
LETTERHEADS 
Brunner, Inc., Printers-Lithographers 
1010 Jefferson Ave., Memphis, Tenn. (BR 2355 


MAIL ADVERTISING SERVICES (Lettershops) 


Ilewig Co.. 
Orchids of Hawaii, 
Robert Straub & Co 


BROOKLYN 

Valco Reproduction & Mailing Service, Ine. 
1715 Ave. Z, Bkiyn. 35, N. Y. (SH 3 

CHICAGO 


Doolittle & Company, In 320 N. Dearborn Street (10) 


CLEVELAND 
Robert Silverman, Inc.. 


DETROIT 

Advertising Distributors America, Ine Cass Ave ( 9500) 

Advertising Letter Servi ae . 2390 Jefferson East (7 7 35) 

National Mailing Corp.. Grand River Ave. ( (TY 2611) 
L. Polk & Co.....0... 431 Howard St. (31) (WO 1-9470) 


HOUSTON, TEXAS 

Premier Printing and Letter Service...... ...2120 McKinney Ave. (CA 6176) 
LOS ANGELES 

Krupp's Adv. Mailing Ser 2390 W. Pico Blvd. (6) (Dt 

The Mailing House d »., Las Angeles 29, Calif. (NO 


MIAMI, FLORIDA 
Ace Letter Service Co... 


NEW YORK CITY 
Advertisers Mailing Service vc., 45 West 18th St., New York. 
Chase Direct Mail Service rporatiot o> Bast 

Circulation Associates 1745 Broadway 

Latham Process Corpo yration. 200 ison St.. 

Mailings Incorporated 

Mary Ellen Clancy Co........ 20 Park Ave 

St. John’s Associates, Inc 75 West 45th St., N 
PHILADELPHIA 

Woodington Mail Advertising Serv 


PITTSBURGH 
Advertisers Assoviates, Inc ...-1627 Penn Avenue 


YORK 
Ayer & Str eeeeeeee-15 South Avenue (BA 5-6340) 


SAN FRANCISCO 
The Compan: Beaie St. (SU 1-6564) 
ST. LOU 

The 


WESTFIELD, NEW JERSEY 
Union County Printing & Mailing Service 233 North Avenue (AD 2-8393) 


MAILING LISTS — BROKERS 
Accredited Mailing Lists, Inc -.-.10 East 39th St., 
Archer- Bennett List Service, Inc 140 W. 55th N. ¥ 
George Bryant & Staff......... 71 Grand Avenue, Englewood, 
The Coolidge Co., Ine St New York 36 
Dependable Mailing Lists, Inc 4th Ave. 
Direct Mail Markets Co., Inc 
Walter Drey, eee 
Walter Drey 
Guild Co. 160 Engle St., Englewood, 
* Walter Karl, -++.++..Armonk, 
Lewis Kleid, Inc... Senen 25 West 45th St., N. Y¥. 36, 
Eli Kogos.... 420 Main St., Webster Mass (WE 
Cell Levine Screened Mailing Lists 
Fisk Building, 250 W. 57th St, N. ¥ 
Willa Maddern, Inc .. 215 4th Ave., N 3. 
Mosely Mail Order L Newbury 
Names Unlimited, bree ..352 Fourth Ave., N 
People in Plac Ime... 41 Fifth Ave 3 
Planned Circulation . 19 West 44th St., N. 36 
William M. Proft Associates 42 Main St., Orange, N. J. 
Richard Buehrer Associates, Inc. (D. L. Natwick) 
1n6 W. S2nd St N 
Cc. H. “Hank” Ruby & Co., Inc W. Sist St.. N. Y. 19, 
Sanford Evans & Co., 156 Winnipeg 2, Man., Can. 2 
William Stroh, . 568-570 54th St., West New York, N. J. (UN 4- 
James E. True Associates... 419 Park Avenue South, N. Y., N. ¥. (MU 9-0050) 


MAILING LISTS — BY SUBJECT 


FOR LIST SOURCE, COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OR COMPILERS & OWNERS 


Business, Professional Lists... (Ed Burnett Inc.) 
Direct Mail Users .. 18,500 (Reporter of DM) 
Financial Lists (E-Z Addressing Service) 
Fund Raising Lists M. Proft Associates) 
Mail Order Lists ° eeven (The Roskam Company) 
Opportunity Seekers and Start | in Business ‘ , 200 ‘000 (William Stroh, Jr.) 


MAILING LISTS — COMPILERS & OWNERS 
Active Mail Order List Co 241 Lafayette St.. N. Y¥. 12 
Abbott National List Co. . 125 Cedar St.. N. Y.. 
Associated Advertising Se rvice ...613 Willow St., Port Huron, 
Bookbuyers Lists, Inc... ...363 Broadway, N. Y. N 


1270 Ontario Street (13) (CH 1-6575) 


3800 N.E. lst Avenue (PL 


ereece 1304 Arch St. (7 


7 Lucas Avenue (3) (MA 1-4727) 


Park Avenue South 


Bivd., Chicago 6, Hlinois (HA 7-3862) 
156 Fifth Ave., N. Y., 10. N. ¥. (AL 5-9650) 
160 N. Main St. Freeport, N. Y. (FR 8-4830) 
nt search Co 
. 4 Book Bidg., Detroit 26, Mich. (WO 1- 
Walter Drey, Inc N. Michigan Ave., chi 6 #453) 
Walter Drey, Ine, ¥. (OR 4-7061) 
Fritz S. Hofheimer t.. N. ¥. (OR 4-6420) 
Industrial List J .. Webster, Mass. (WE : 
Industrial Machinery - Meyer 35, Michigan (UN 3 
Malling List Compilation Bureau, 2570 E . Bklyn., N. Y. (SH 3-5 
Manpower, Inc... ..Home Office ‘. Plankinton, Milwaukee 3, Wisconsin 
140 Offices in Major Cities. See Yellow Pages for Local Phone Numbers 
Market Compilation Bureau 
10561 N California (ST 44 
National Birth Record Co.. West 19th St., N ¥. 3 . ¥. (OR 5-5760) 
Occupant Mailing Lists of America “Ohio 
Official Catholic Directory Barclay St., N. Y. ¥. (BA 7-2900) 
hk. L. Polk & Co Hieward St., Detroit 31, Michlgan (WO 1-9470) 
rofessional Accountants Lis ts 26 Liberty Street, N. Y. N. Y¥. (BA 17-9060) 
K. L. Rashmir. Hollswood, Calif. (PO 6 9539) 
aymond-Loew Associates, Inc... 52 4. Y¥. (WH 4-4487) 
Reporter of Direct Mail Adv .224 7th 8t., ‘ity, N. ¥. (PI 6-1837) 
Research Projects, Ine. 404 Park Avenue South, N. Y. 16, N. ¥. (JU 2-0830 
Sistemas Postales, Editicio Oficina 
4-95 Plaza Candelaria, Caracas, Venezuela 
Special Correspondents .....230 East Ohio St., Chicago 11, Illinois 
Speed-Address Kraus Company 
48-01 42nd Street cages” Island City 4, N. Y. (ST os 5922) 
Stephens Distributing Co O. Box 1434, Atlanta 1, Georgia 
witem Stroh, Jr ..+-. 568-570 54th St., West New York, N. J. (UN 4-4800) 
KE. Watson Corporation 29 Hanse Avenue, Freeport, 
The W. P. Woodall Co., Inc 128 Broad Street, Stamford, 
Zeller and Letica, Inc...... .15 East 26th St., N. Y. 38 


Ibuckley- Dement 

kd Burnett, Inc. . 
Creative Mailing Service 
Of Association 


(MU 5-6278) 


Arthur W. Bandman -95 Ave., } E2 
Direct Mail Markets Co., 8 E. 54th St.. N. Y. NW. 4 3113) 
Herbert L. Kellner & 131 S. Wabash Ave., Chicago 3, (AN 3-2242) 


MANUFACTURERS—ADDRESSING MACHINES & ACCESSORIES 
Pollard-Alling Mfg. Co 220 W. 19th St., N. ¥. 11, N. ¥. (CH 3-0652) 


MULTIGRAPH SUPPLIES 
Chicago Ink Ribbon Co... . 19 S. Wells St., Chicago 6, Ill. (ST 2-7 


OCCUPANT MAILING LISTS—LOCAL & NATIONAL 


Advertising Distributors of America, Inc. 
444 Cass Ave., Detroit 1, Michigan (TE 3-0500) 

Advertising Distributors of America, Inc. 
New York = 400 Madison Ave., N. Y¥. 17, N. Y¥. (MU 8-6500) 
Label List, Inc. S4 Pea htree S N. EB. “Atlant a 3, Georgia (MU 8-6469) 
Occupant Mailing ‘Lists of America. 239 North 4th St., Columbus, Ohio 


OFFICE EQUIPMENT 
Schaubroeck Agency.......... Ava, Missourt 


PAPER MANUFACTURERS 
..1608 Lake Street, Kalamazoo, Michigan 

Appleton Coated Paper. Co... 1250 N. Meade St., Appleton, Wis. (41454) 
Beckett Paper Company a Hamilton, Ohio 
Curtis Paper Company........... Newark, Delaware (EN 8-8551) 
Eastern Fine Paper and Pulp Div., Standard Packaging Corp...Bangor, Me. (2-5221) 
Hammermill Paper rie, Pennsylvania (GI 6-8811) 
Howard Paper Mills. Inc.. 5 Columbia St., 
Kimberly-Clark Corporation. Neenah, Wisconsin 
Mohawk Paper Mills, Ine Cohoes, New "York 
Nekoosa-Edwards Paper Co. .Port Rewards, (Tel: 3111) 
New York & haseaionenes Co 230° Park “Ave., N. Y¥. 17 (PL 1-4250) 
Rex Paper Co. Kalamazoo, (FI 2-0151) 
Rising Paper Cc Housatonic, Mass. (HO 47) 

D. Warren Company. evens ‘ 89 Broad St., Boston 1, Massachusetts 
Paper Company Middletown, Ohio 


TEMPORARY OFFICE WELP 
Mid-Manhattan Business Service......120 E. 56th St., N. ¥. 22, N. ¥. (PL 2-2250) 
ENGRAVERS 
Horan Engraving Co., Inc.. 4 W. 28th St.. N. Y. 1, N. ¥. (MU 9-8585) 


PHOTO STAMPS ‘ONS 
Grogan Photo Company . N., Danville, Tl (HI 6-0826) 


POST CARDS 


Allied Paper Mills 


Colourpicture Publishers, Ine ae aoe Newbury St., Boston 15, Mass. 
CURTEICHCOLOR 3-D by Curt Teich & Co.. In 

1733 W. Irving Park toad. Chicago 13, Illinois (BU 1-0606) 
Dexter Press, Inc ‘ Route 303, West ack, New York (NY 7-3500) 
Grogan Phote Cony ypany. 1165 N. Bahls Danville, TL. (CHIT 6-0826) 


PRINTERS — LETTERPRESS & LITHOGRAPHY 
Carey Press Corporation ‘ 406 W. 31st St.. N. ¥. 1, N. Y¥. (CH 4-1000) 
Goes Lithographing Company 42 West 61st Street gl 21, Illinois 
«high Printing Co...2400 E. Huntington Street, Philadelphia 25 5-B1O0) 
Offset Reproductions, Inc.............34 Hubert St., N. Y¥. 13, N. y. (WA 5-1196) 


SALES AND MERCHANDISING CONSULTANT 
Ralph T. Curtls.....cccccesees 903 E. Powell Ave.. Evansville 13, Ind. (HA 2-3794) 
STENCIL CUTTING AND LIST MAINTENANCE 
Advertising Distributors of America, Inc 
4444 Cass Ave., Detroit 1, Mich. (TE 3-0500) 
Circulation Associates... .. 1745 Broadway, N. Y¥., N. Y. (JU 6-3530) 
SUBSCRIPTION FULFILLMENT SERVICE 
Cireulation Associates one 1745 Broadway, N. Y.. N. ¥. (JU 6-3530) 
Globe Fulfillment Corporation 148 W. 23rd St., N. Y. . N.Y. (OR 5-4600) 


SYNDICATED HOUSE MAGAZINES 
The William Feather Co........... 9900 Clinton Rd., Clevels- 4, O. (AT 1-4122) 
The Henry F. Henrichs Publications, The House of Sunshine...Litchfield, Ill. (296) 


TRADE ASSOCIATIONS 
Association of First Class Mailers 211 Wyatt Washington 
Associated Third Class Mail Users, 1406 G St., NV Wash 5 Cc 
Direct Mail Acivertising Assn 3 E. MU 7348) 
MASA International 18120 James Couzens, Detroit 35, Mich. (UN 4-3545) 
National Council of Mailing List Brokers 
55 st 42nd Street, New York 36, N. Y¥. (PE 6 oeis » 


Parcel Post Association 013 Woodward Building, Washington 5. 


MAIL ORDER CONSULTANT 
N. (AL 5-4500) 
York (OR &-3160) 
N. Y. (JU 6-3530) 
N. Y. (WO 6-4500) 
N. Y. (YU 6-7833) 
: N. Y. (JU 2-3344) po, 
) (LO 3-1840) 
A Y. (WA 5-2450) 
Y. (WO 2-1775) 
fich. (YU 5-7773) 
Y. (WO 4-5871) 


COMPARE ADDRESSING COSTS 


and youll select the Model 10 
Seriptomatic Addressing Machine! 


SAVINGS PLUS j 
/ yy @. 
lily ee 
Combination of addressing equipment and 
punch card procedures without sacrifices 
or compromises. 

Card master that can contain record of the 
individual ... that can be updated with addi- 
tional information ... that prints drect/y to a 
wide variety of mailing pieces. 

Card master from which a hand impression 
can be taken at the files. 

Mechanized statistical audit directly from 
punched card masters . . . automatic in-filing 
and extraction. 

Minimum file space (120 to the inch!) 

Selectively print and/or skip without rear- 


ranging master file. 


COST OF NEAREST COMPETING EQUIPMENT VERSUS SCRIPTOMATIC MODEL 10 


MACHINE X $1,722 NEW MODEL 10........ .. $1,990 


Embossing Unit 1,630 Master Card Writer........... 670 
(Typical Case History) 21,000 Plates* (Typical Case History) 21,000 Master Cords, * 
embossed and assembled 1,690 typed, including transfer paper, etc... . 362 
Required Filing Equipment 339 Required Filing Equipment......... 53 


Total Cost $6,181 Total Cost $3,765 


*Every installation has specific requirements. Use this typical comparison as a guide for determining 


- your relative costs. The more masters you require the greater the gap of cost comparison between 
ae Scriptomatic Card Masters and other address plates or stencils. 
Mi THE MORE YOU GROW THE MORE YOU SAVE... WITH SCRIPTOMATIC MODEL 10 
7 Designed to bring Scriptomatic list handling advantages within reach of small list users, the new Model 10 ; 
2 actually saves you more as your operations and your mailing lists grow. For example, costs for handling a 


list of 50,000 names with Machine X would be $9,102.00, as compared to Scriptomatic cost of $4,338.00. 
For 100,000 names, compare Machine X at $14,052.00 with the Scriptomatic Model 10 at $5,325.00! 


WRITE FOR BULLETIN “ADVANCED APPROACH TO ADDRESSING AND DATA WRITING” TODAY. 


Scriptomatic Prints from Typewritten Cards—Double the Flexibility—Half the Cost! @ 


SCRIPTOMATIC, INC. + 1107 Vine Street + Philadelphia 7, Pa. 


Modern Addresuag — Dato Writing Mochaes amd Method: USA $1002 
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LONG YEARS AGO when I was studying advertising 
at the University of Pennsylvania, I often would get 


indignant at the slurs cast on business and on advertising 

“a by an economics professor and a minister friend. The 

i professor eventually got fired for his criticism of business 

abuses; the minister needled me nearly every week about 

the immorality of advertising which was creating unes- 
sential needs. 

Many criticisms were deserved. During the succeeding 
forty or so years some business abuses were corrected by 
such legal creations as Securities and Exchange Com- 
mission, Federal Trade Commission, Federal Reserve 
System, Guaranteed Savings and Social Security. Business 
didn’t go to pot. | found out after school days that both 
the professor and the minister were deliberately needling 
me (and us) to make us think, and also to see if our 
faith in what we were studying was strong enough to 
combat unfair criticisms or to stimulate us to help correct 
abuses which deserved rebuke. 

That’s why I can’t go along with some of the trade 
ress and advertising associations in their alar-r-rums 

, politicians “smearing advertising.” The long-winded 
editorials and bulletins made monkeys out of writers who 
were trying to turn molehills into mountains. 

A couple of Harvard professors criticize advertising. 
One wants it taxed: says we spend three times more on 
advertising than on schools. That’s a non sequitur for 
you. So what? How many schools? How many adver- 
tisers to how many consumers? In spite of criticism from 
professors and ministers . advertising has grown. In 
spite of threats to tax advertising. efforts have been ruled 
unconstitutional. (Note: Even distinguished professors 
can make mistakes. The much-publicized Schlesinger of 
Harvard said in his report, “Commercial advertisements 


res constitute about three-fourths of all U. S. mail, ete.” The 
ay real truth . . . figure is 28 per cent.) 


ae I’m inclined to agree with the Senator whe. when 

rebuked by association executives. wisely suggested that 

too much talk about fighting a non-existent advertising 

on tax ... might only plant the idea in congressional minds. 

Granted .. . a few politicians talked about “Madison 

Avenue” techniques in developing slick phrases to cover 

up inferior products wrapped in glittering packages. That 

may be irritating campaign oratory . .. but the advertis- 

ing field supplied the ammunition. It’s just too bad that 

quote Madison Avenue unquote has become a term asso- 

ciated with slick phrases and insincere verbiage. We can’t 

blame the politicians for appropriating the term after 

all the fuss over TV commercials in bad taste. rigged 

quiz shows and FTC citations. Responsible business 

executives have been openly admitting that “bad adver- 
es sets up business as a target for attackers. 

One of the most humorous attacks on “Madison Ave- 

nue” techniques came from Madison Avenue itself . . . 


SEPTEMBER, 1960 


FRONTPORCH 
SCUTTLEBUTT 


The gist of conversation about this and that 


with visitors to the Editor of The Reporter 


a speech made by Whit Hobbs, vice president and 
associate copy director of BBD&O. Wish we had room 
to give you all of his spoofing “What a Mess We've Made 
of Mother.” But here’s a sample: 

\ housewife is a real confused character. Consider for a moment 
the state of her crowded mind as she lugs through the crowded 
aisles. She is worried about her tired blood, and the laxative habit, 
and denture breath, and lower-back pains, and clogged sinuses. 
and rough, red hands. Her hair is dull, her pores are large, her 
skin is dry, her scalp is itchy. Her stomach valve keeps letting 
out more A’s than B’s, and her stomach acid keeps burning holes 
in her handkerchief. She’s never felt really clean before, and 
even now she only feels half safe. Worst of all, it turns out that 
her bra isn’t a living bra; for some reason, it just lies there. 
Advertising did all this . . . what a mess we've made of Mother. 
Isn't it time we stopped yelling at her and nagging her and con- 
fusing her and talking down to her and boring her? I think that 
advertising in the 60’s must be three things: it must be simple, 
it must be flattering and friendly, it must be fresh. Let’s surprise 
‘em in the Sixties! 

And I say . . . let’s stop being sophomorically alarmed 
over pontifical professors and pompous politicians. Let’s 
join other serious business executives in helping to clean 
up advertising abuses: let’s admit that there are grounds 
for criticism; yes. much of it in direct mail. Let’s join 
Whit Hobbs and others in poking fun at the misfits. 


BUT I CAN’T HELP BEING ALARMED at some of 
the things that happen in Post Office circles. In July 
Reporter we were alarmed over Postmaster General Sum- 
merfield’s appearance on the NBC (Garroway) Today 
Show. with the PMG and the interviewers joking about 
“junk mail.” Even after hundreds of protesting letters 
to NBC and an attempt at a rebuttal by Congressman 
Porter, the situation was made worse on July 27. when 
Garroway again interviewed Summerfield (at the Repub- 
lican Convention). I really blew my top when the smirk- 
ing PMG described “junk mail” as “unwanted mail”. . . 
or “unsolicited mail” ... partly responsible for an annual 
“deficit.” now approaching close to a billion dollars. 

Then again. in an article in the Postmasters Gazette, 
oficial magazine of the National Postmasters of the 
United States. Mr. Summerfield repeated the propaganda 
canard that the “Post Office loses one cent on every piece 
of third-class advertising junk mail it delivers to your 
door.” Are those responsible expressions? 

Let’s consider “unwanted” or “unsolicited” direct mail. 
Mr. Summerfield is either abysmally ignorant of what 
goes through the mail or he has been deluded into believ- 
ing the prevarications of his own propaganda mill. Are 
annual reports junk mai! unwanted mail? About 
1214 million people own stock in American corporations. 
They look forward to receiving the detailed annual re- 
ports from the companies in which they are investors. 
There are some 6.000 house magazines published by 
American companies. Circulation is estimated at around 
50 million. Customers, employees, stockholders look for- 
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COMPARE ADDRESSING COSTS 


and youll select the Model 10 & 
Seriptomatie Addressing Machine! 


SAVINGS PLUS 

Combination of addressing equipment and 

punch card procedures without sacrifices 

or compromises. 

Card master that can contain record of the 
individual ... that can be updated with addi- 
tional information . .. that prints drrect/y to a 
wide variety of mailing pieces. 

Card master from which a hand impression 
can be taken at the files. 

Mechanized statistical audit directly from 
punched card masters . . . automatic in-filing 
and extraction. 

Minimum file space (120 to the inch!) 
Selectively print and/or skip without rear- 


ranging master file. 


COST OF NEAREST COMPETING EQUIPMENT VERSUS SCRIPTOMATIC MODEL 10 


MACHINE X $1,722 NEW MODEL 10........ 
: Embossing Unit 1,630 Master Card Writer........... 670 
KS (Typical Case History) 21,000 Plates* (Typical Case History) 21,000 Master Cards, * 
embossed and assembled 1,690 typed, including transfer paper, etc. : 362 


Required Filing Equipment 339 Required Filing Equipment... . 53 


Total Cost $6,181 Total Cost $3,765 


*Every installation has specific requirements. Use this typical comparison as a guide for determining 
your relative costs. The more masters you require the greater the gap of cost comparison between 
Scriptomatic Card Masters and other address plates or stencils. 


THE MORE YOU GROW THE MORE YOU SAVE... WITH SCRIPTOMATIC MODEL 10 


Designed to bring Scriptomatic list handling advantages within reach of small list users, the new Model 10 : 
actually saves you more as your operations and your mailing lists grow. For example, costs for handling a 

list of 50,000 names with Machine X would be $9,102.00, as compared to Scriptomatic cost of $4,338.00. 

For 100,000 names, compare Machine X at $14,052.00 with the Scriptomatic Model 10 at $5,325.00! 


WRITE FOR BULLETIN “ADVANCED APPROACH TO ADDRESSING AND DATA WRITING” TODAY. 


Scriptomatic Prints from Typewritten Cards—Double the Flexibility—Half the Cost! @» 


SCRIPTOMATIC, INC. + 1107 Vine Street « Philadelphia 7, Pa. 


Printed USA $1002 


Modern Addressing — Date Writing Machines and Methods 
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LONG YEARS AGO when I was studying advertising 
at the University of Pennsylvania, I often would get 


indignant at the slurs cast on business and on advertising 
by an economics professor and a minister friend. The 
professor eventually got fired for his criticism of business 
abuses: the minister needled me nearly every week about 
the immorality of advertising which was creating unes- 
sential needs. 

Many criticisms were deserved. During the succeeding 
forty or so years some business abuses were corrected by 
such legal creations as Securities and Exchange Com- 
mission, Federal Trade Commission, Federal Reserve 
System, Guaranteed Savings and Social Security. Business 
didn’t go to pot. I found out after school days that both 
the professor and the minister were deliberately needling 
me (and us) to make us think, and also to see if our 
faith in what we were studying was strong enough to 
combat unfair criticisms or to stimulate us to help correct 
abuses which deserved rebuke. 

That’s why I can’t go along with some of the trade 
ress and advertising associations in their alar-r-rums 

, politicians “smearing advertising.” The long-winded 
editorials and bulletins made monkeys out of writers who 
were trying to turn molehills into mountains. 

A couple of Harvard professors criticize advertising. 
One wants it taxed: says we spend three times more on 
advertising than on schools. That’s a non sequitur for 
you. So what? How many schools? How many adver- 
tisers to how many consumers? In spite of criticism from 
professors and ministers . advertising has grown. In 
spite of threats to tax advertising, efforts have been ruled 
unconstitutional. (Note: Even distinguished professors 
can make mistakes. The much-publicized Schlesinger of 
Harvard said in his report. “Commercial advertisements 
constitute about three-fourths of all U. S. mail, ete.” The 
real truth . . . figure is 28 per cent.) 

I'm inclined to agree with the Senator who. when 
rebuked by association executives, wisely suggested that 
too much talk about fighting a non-existent advertising 
tax ... might only plant the idea in congressional minds. 

Granted . . . a few politicians talked about “Madison 
Avenue” techniques in developing slick phrases to cover 
up inferior products wrapped in glittering packages. That 
may be irritating campaign oratory . .. but the advertis- 
ing field supplied the ammunition. It’s just too bad that 
quote Madison Avenue unquote has become a term asso- 
ciated with slick phrases and insincere verbiage. We can’t 
blame the politicians for appropriating the term after 
all the fuss over TV commercials in bad taste. rigged 
quiz shows and FTC citations. Responsible business 
executives have been openly admitting that “bad adver- 

eu sets up business as a target for attackers. 

One of the most humorous attacks on “Madison Ave- 

: nue” techniques came from Madison Avenue itself . . . 
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The gist of conversation about this and that 


FRONTPORCH 


with visitors to the Editor of The Reporter 


a speech made by Whit Hobbs. vice president and 
associate copy director of BBD&O. Wish we had room 
to give you all of his spoofing “What a Mess We've Made 
of Mother.” But here’s a sample: 

\ housewife is a real confused character. Consider for a moment 
the state of her crowded mind as she lugs through the crowded 
aisles. She is worried about her tired blood, and the laxative habit, 
and denture breath, and lower-back pains, and clogged sinuses. 
and rough, red hands. Her hair is dull, her pores are large, her 
skin is dry, her scalp is itchy. Her stomach valve keeps letting 
out more A’s than B’s, and her stomach acid keeps burning holes 
in her handkerchief. She’s never felt really clean before, and 
even now she only feels half safe. Worst of all, it turns out that 
her bra isn’t a living bra: for some reason, it just lies there. 
Advertising did all this . . . what a mess we've made of Mother. 
Isn't it time we stopped yelling at her and nagging her and con- 
fusing her and talking down to her and boring her? T think that 
advertising in the 60’s must be three things: it must be simple, 
it must be flattering and friendly, it must be fresh. Let’s surprise 
‘em in the Sixties! 

And [ say . . . let’s stop being sophomorically alarmed 
over pontifical professors and pompous politicians. Let’s 
join other serious business executives in helping to clean 
up advertising abuses: let’s admit that there are grounds 
for criticism: yes, much of it in direct mail. Let’s join 
Whit Hobbs and others in poking fun at the misfits. 


BUT I CAN’T HELP BEING ALARMED at some of 
the things that happen in Post Office circles. In July 
Reporter we were alarmed over Postmaster General Sum- 
merfield’s appearance on the NBC (Garroway) Today 
Show. with the PMG and the interviewers joking about 
“junk mail.” Even after hundreds of protesting letters 
to NBC and an attempt at a rebuttal by Congressman 
Porter, the situation was made worse on July 27. when 
Garroway again interviewed Summerfield (at the Repub- 
lican Convention). I really blew my top when the smirk- 
ing PMG described “junk mail” as “unwanted mail” . . . 
or “unsolicited mail”... partly responsible for an annual 
“deficit.” now approaching close to a billion dollars. 

Then again. in an article in the Postmasters Gazette. 
official magazine of the National Postmasters of the 
United States. Mr. Summerfield repeated the propaganda 
canard that the “Post Office loses one cent on every piece 
of third-class advertising junk mail it delivers to your 
door.” Are those responsible expressions? 

Let’s consider “unwanted” or “unsolicited” direct mail. 
Mr. Summerfield is either abysmally ignorant of what 
coes through the mail or he has been deluded into believ- 
ing the prevarications of his own propaganda mill. Are 
annual reports junk mai! unwanted mail? About 
1214 million people own stock in American corporations. 
They look forward to receiving the detailed annual re- 
ports from the companies in which they are investors. 
There are some 6,000 house magazines published by 
American companies. Circulation is estimated at around 
50 million. Customers, employees, stockholders look for- 
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ward to receiving them. Is this unwanted junk mail? 
Hundreds of thousands of doctors, dentists, pharmacists, 
hospitals and medical technicians receive latest’ profes- 
sional information by third-class bulk mail. Is_ it 
unwanted? How about the information flowing to farm- 
ers from insecticide, fertilizer, machinery. animal hus- 
bandry, ete. outfits? What about the hundreds of 
thousands of industrial or technical bulletins from manu- 
facturers going to architects, engineers. contractors. 
builders? Junk? Do housewives resent bargain notices 
or discount coupons they receive from the local food. 
furniture, drug or gardening stores? Do expectant 
mothers resent information about child care or diaper 
services? The list of wanted, far-from-junk third-class 
mail is too long to mention here. Mr. Summerfield. after 
nearly eight years of experience, still doesn’t know the 
real meaning of “advertising mail.” 


EVEN MORE SERIOUS than Summerfield’s own state 
ments about third-class mail . . . is a new development 
among postmasters. It cropped up first in Brooklyn, \. Y. 
Postmaster issued a press release suggesting that persons 
receiving unsolicited third-class advertising matter should 
write “refused” on envelope and drop in mailbox (if 
return postage is guaranteed). Can you imagine a postal 
official campaigning against the acceptance of mail? The 
Brooklyn Post Office was first to get publicity for the 
slimy stunt... but same idea soon cropped up in local 
post office releases published in such places as New York 
City. Hartford, Conn. Center. Texas. and Brush, Colo. 
The Business Mail Foundation is urging its members and 
contacts to write rebuttal letters to editors when these 
astounding “bite-the-hand-that-feeds-you” propaganda 
pieces appear. Somebody in the Congress should try to 
find out who was responsible for this irregular function- 
ing of the office of Postmaster. 


WE MUST CONCEDE to the Postmaster General and 
to other detractors that some direct mail is lousy 
produced by misfits or by the inexperienced. Weve cam- 
paigned against such stuff just as we have tried to help 
the Post Office in getting rid of crooks. It also must: be 
conceded that some of the techniques used in highly 
professional sections of the direct mail field are lousy. 
These techniques have fed the flames of the junk mail 
attack. I hate to tramp on delicate toes . but some 
of our best friends are doing us wrong. Want proof? 
Recently. I asked one of my partially retired. fairly 
well-heeled, former-executive neighbors to save all his 
third-class mail for me. After thirty days, the resulis 
were shocking. We didn’t have a date of receipt on each 
piece, but we filed alphabetically and could presume that 
where duplications appeared they could have been re- 
ceived in the same mail or in any sequence within thirty 
days. This neighbor received exactly 118 pieces of third- 
class mail. Only 12 pieces concerned preducts. All the 
rest (106) were from magazine publishers soliciting sub- 
scriptions, or from financial services offering newsletters 
or bulletins. All were professionally prepared and mostly 
by fellow members of the Hundred Million Club of New 
York. There were exactly 22 cases of company duplica- 
tion. Twelve companies sent only two identical pieces in 
the one month. But hear this! Four firms mailed three 
identical pieces, two mailed four. one mailed five. one 
mailed six. one mailed seven, and tops was the one firm 
which mailed thirteen pieces. In other words. 22 com 
panies mailed 73 pieces. Fifty-one were wasted. 
We all know how this happened. Frantic efforts to 


build circulation involved renting many mailing lists . . 

with alleged impossibility (because of cost) of checking 
for duplicates.) But, friends. this is hurting direct mail: 
is causing irritation. It’s the kind of mail Mr. Summer- 
field knows most about. The kind he gets complaints 
about. It's the kind of mail which lessens the impact or 
reception of the other mailers who don’t duplicate and 
irritate. But Mr. Summerfield and others shouud realize 
that even though this case is startling, it represents only 
a small portion of the mail picture. According to the 
Department of Commerce Impact Report, book and peri- 
odical publishers hold approximately 2 per cent of all 
third-elass bulk permits, but account for 13!. per cent 
of all third-class bulk piece volume. Therefore. if) we 
want to reduce irritation which feeds “junk mail” flames. 
we'll have to find some way to eliminate ridiculous dupli- 
cations or to decrease the staggering volume of subserip- 


tion appeals. 


MISCELLANEOUS OBSERVATIONS: The next month will 
be spent getting ready for the DMAA convention... then it will 
take a couple of months to get over it. Reporter will have usual 
hospitality suite to which all are welcome. Doubt if we will stay 
open as much as in past years. You northerners, during program 
lulls, ought te spend as much time as possible in the sun, © © Speak 

ing of politicians, [ get sick and tired of hearing some of them rant 
and rave about states rights and Supreme Court interference 
Then comes a flood, tornado or draught. They rush to Washington 
for emergency funds from the otherwise infringing federal gov 

ernment. €€@Eyen though we are critical at times of publishers’ sub 
scription appeals, we thought recent mailing from Life beautifully 
done... carrying miniatures of the magazine of 1883 and of today 

€€¢QOld friend, Jack Laey. thinks subject of salesmanship 
needs to be simplified. Some 8.250 books on salesmanship have been 
registered at the Library of Congress. Hf a fast reader and you 
could read a book a day ... it would take vou 22 years and 8 
months to complete. And yet, according to experts, offensively poor 
salesmanship is more rampant today than ever before. (€€ Why, why, 
why do promotion men write to editors asking that they be notified 
if and when releases are used? Don't they knew such requests ar 

irritating and sometimes insulting? convention-goers 
should be pleased with the Americana. Financial Public Relations 
Assn. held its 1959 convention at that hotel. According to Executive 
Secretary Vernon Schwaegerle facilities were excellent. dele 

vates well pleased, and association has voted to return there in 
1961. €€€Someone should invite William C. Doherty, president of 
the National Association of Letter Carriers to talk during the Octo 
ber DMAA convention at the Americana, Bill has just written a 
book, “Mailman, U.S.A." whieh is terrific. Every Reporter reader 
should buy a copy at once. (David MeKay Co.. Ine. 55 Fifth Ave.. 
New York $3.95.) Read and be shocked, Then buy a couple extra 
copies and present to your local postmaster and Congressman 
Bill’s historical descriptions of what beth Republican and Demo 
cratic administrations did to our mailmen should cause red faces; 
his analysis of King Arthur Winterfield is tragic: his suggestion- 
for correcting the Post Office mess are sound and brilliant. Wash 
ington will reverberate from this expose for years to come, Repeat: 
Order at once. €€¢Quick result: We mentioned in August issue a 
mailing of William C. Wold Associates. 551 Fifth Ave. New York 
7, N.Y. deseribing an executive airplane for sale. Piece was 
mailed June 6. On June 16, aireraft was sold for $170,000 cash 
Best mottoes going the rounds: “The hurrier | work. the behinder 
I get” and “Experience is a wonderful thing. It enables vou te 
recognize a mistake when you make it again.” Tip for vou whe 
contact “public:” Resist temptation to wear a Nixon or a Kenned 

badge no matter how intense vour feelings. The badge mav offend 
a good customer or prospect who is for the other fellow. 


Good luck always. 
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